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THE C EANER 


Ask to see the 


qgpex 
PROFIT PACK 


and learn how you can in- 
crease your cleaner prof- 
its in 1940! Write Today! 


| NSATION 


@ Here's the newest, most beautiful of 
all cylinder type cleaners... the Apex 
Speedmaster. It's exactly what its name 
implies. Its cyclonic suction cuts clean- 
ing time in half. It cleans rugs and 
carpets without harming the nap. It 
gets under lowest furniture, eliminat- 
ing the need of constant moving. It 
sprays wax, lacquers and germicides. It 


APEX ROTAREX CORPORATION + CLEVELAND, OHIO 


Subsidiary of THE APEX ELECTRICAL MANUFACTURING COMPANY 
In Canada: CANADIAN RADIO CORPORATION, LTD., Toronto, Ont. 


NEARLY 3 MILLION APEX CLEANERS, WASHERS, IRONERS, REFRIGERATORS IN USE TODAY! 


Packed with eye appeal and profit 


Assuring a new sales opportunity for aggressive dealers 


shampoos rugs. It demoths clothes and 
closets, and performs innumerable 
cleaning operations in the home. But 
best of all, it provides you with an 
added sales opportunity and a sure 
way to added profits. It will pay you 
to sell, demonstrate and feature Apex 
Speedmaster cleaners during 1940. 
Write today for pictorial catalog. 
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, N HIS Annual Statistical Report 
of the electrical appliance busi- 
ness presents a record of a very 

good year. Consistent gains in all 

appliance lines are shown. One inter- 
esting and encouraging element of the 
year’s business is that the business on 
major appliances held up unusually 
late in the year. Also, the reports we 
are now getting on Christmas sales 
indicate that the smaller devices are 
in great demand for Holiday giving, 
and that this popular class of appli- 
ance will register substantial increases 


over a year ago. 

The outlook for next year is equally 
encouraging. Manufacturers are show- 
ing new lines, exceptionally attractive 
and saleable, at the January Markets. 
Exterior design is admirably clean 
cut. Many refinements and improve- 
ments have been made in design and 
operation, with a few striking inno- 
vations of great market importance. 


RICES are likely to remain very 

much where they were in 1939, 
although in refrigerators new models 
in the important 6-foot size are priced 
much below last year’s similar models. 
Manufacturers have also made prog- 
ress toward reducing the number of 
items in their respective lines. ELrc- 
TRICAL MERCHANDISING some months 
ago reported the attitude of the retail 
and wholesale trade on this important 
question. Definitely the trade wants 
fewer models. Manufacturers in their 
1940 lines have recognized this de- 
mand, and are showing complete and 
satisfying variety in a shorter line of 
models. 

Our business—the electrical appli- 
ance business—is of course dependent 
for its overall growth on the increase 
in national income, employment and 
general prosperity. In spite of dis- 
agreement on details, major business 
profits agree that the next year should 
be a good one—better for the whole 
year than 1939, and that the momen- 


tum gathered in the last six months 
will carry over. This is our own 
belief, and with the added favoring 
factor of extremely low inventories in 
the appliance field at the year’s end, 
volumes for 1940 should be substan- 
tially ahead of 1939. 


HIS writer has recently inter- 

viewed a large number of impor- 
tant manufacturers of appliances on 
prospects for next year’s business. 
The majority of these manufacturers 
have been reluctant to forecast any 
large gains in 1940. They are 
reluctant to believe that the 1940 in- 
creases over 1939 will be as great as 
those of 1939 over 1938. Most 
of them hold to a cautious 10 per cent 
or thereabouts in their look ahead. 
However, it is most significant that 
the majority of them are expecting to 
improve their own business by a 
much larger percentage, and have 
made plans on this basis. 

There will be, in my opinion, in- 
creased competition in 1940 through- 
out the whole major appliance field. 
There will be more energetic 
promotion and more high powered 
salesmanship all up and down the 
line. The result of such a stimulation 
in selling activity and promotion is 
bound to be an increase in public in- 
terest, an increase in sales activity, 
and an increase in business. Not only 
will competition be extremely active 
and effective within the trade for 


* selling refrigerator A against refriger- 


ator B, and washer C against washer 
D, but the total result will be that 
electrical products will attract con- 
sumer attention and consumer dollars 
away from other types of goods. This 
certainly should push appliance sales 
as a whole above 1939 at consider- 
ably more than the conservative 10 
per cent that big producers are antici- 
pating. 

Look out, then, next year for more 
competition, but also prepare for much 
more business ! 


EpDIToR 


McGRAW- HILL PUBLISHING COMPANY, INC. Publication Office, 99-129 North Broadway, Albany, N, Y. Editorial 
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@ Cuts your investment in 
INVENTORY! GAI 


MODELS to SHOW KI 

@ Takes the GAMBLE out 
of buying a | 

@ Makes YOU the tough com- (Tae 
petition 


@ Builds VOLUME and PROFITS 
“DYNAMIC LINE OF 12.MODEIS 


Q. What is the Gale “Kit Plan’? Q. How Much Can I Save on Inver 
A. A simple, practical pier whereby tory? ano 
ators but stock only us nec- stock. Wi e 6 ft. DeLuxe you oo _ 
essary kits. a one refrigerstor STOCK ONLY THESE. 
‘our ki iving you the equiva- 
A. Gale refrigerators are shipped to ow—for only about 5070 more i 
you with nothing in the food com, than the cost of ONE refrigerator. 7 ‘ 
@. How Does It Simplify My Buying? 
Q. What is a Kit? A. The Gale “Kit Plan” takes the 2 7 
A. Akitisa set of food compartment gamble oe of buying. By order, 
equipment including the shelves, . ing d ol you know "a wi 
termine which models are GALE SELLS DIRECT 
P most popular with YOUR trade. ‘ FROM 
Q. How Does the Gale “Kit Plan” FACTOR 
werk? How Does the “Kit Plan” Help TO DEALER 
A. By stocking only Me Sell? — 
a given size and severe itter- sos 
tor from one price class to ano er SPng 
by simply changing the kits. — 
Q. How long does it Take to Change STANTLY. Whether you are & 
Kits? large or small volume refrigerator 
A. One kit may be taken out and dealer, the Gale “Kit Plan” will 
another placed in the refrigerator decrease your costs of doing busi- 
in about two minutes. No ness and make YOU the tou 


competition. 


there's no battle over quotes—no high pressure from the 
—all the help and cooperation you need. We 
sincerely believe thet the GALE franchise is the fairest, 
est that can be written. See if you don't agreel See 


squar 
GALE at the show—write for details. 


GALE Products 
1615M 
Monmouth Blvd. 


(5 A 7 Gentiemen: 
I'd like to know 
a and your d more about the ‘Kit Plan,’ 
out proposition. Please send full 


Divisé 
Marine 
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10 YEARS SALES and RETAIL VALUE of 


1930 1931 1932 1933 1934 
Number Retail Number Retail Number Retail Number Retail Number Retail 
PRODUCT Sold Value Sold Value Sold Value Sold Value Sold Value 
‘LEANERS, VACUUM: 
960,343 $52,818,865 686,648 $34,332,400 447 ,056 $17,882,240 ,536 $27,376,800 722,367 $39,720,18 
TS PE Pee 209 ,996 168 ,839 191 ,047 2,978 ,422 110,232 1,718,516 191,818 2,894,530 246 ,009 ,835 , 28 
1,400,000 15,155,000 2,800,000 18,200,000 2,400 ,000 2,000,000 12,000,000 2,100,000 13,200,00 
XOOKERS & CASSEROLES. . 145 ,000 ,000 72,000 489 ,600 51,000 293 ,760 35 ,000 313,250 40, 287 , 50 
‘ANS: 
68 ,000 3,094 ,000 41 ,903 1,843 ,732 18 ,000 558 ,000 34,950 1,083 ,450 55,920 1,733 ,52 
Desk and Bracket......... 819,000 11,466,000 642 ,600 7,711,200 313,000 2,504,000 599 ,000 3,434,100 958 ,400 5,494, 56 
Other Vent. up to 16 in... 29,000 914,500 22,800 615,600 13,800 276 ,000 15,300 306 ,000 26,780 524,60 
‘LASHLIGHTS: 70 344 679 
7 ,000 ,000 5,250,000 5,000 ,000 3,250,000 4,800 ,000 2,300 ,000 4,500 ,000 1,800 ,000 5,500 ,000 2,200 , 00 
ee 125,000,000 12,500,000 110,000 ,000 8 ,800 ,000 105 ,000 ,000 8 ,400 ,000 125,000,000 10,000,000 150,000,000 12,000,00 
TEATERS, RADIATORS...... 242 ,400 1,151,440 294 ,343 1,177 ,372 178 ,700 640 ,000 184,820 392 ,640 304 ,863 670 ,76 
TEATING PADS............. 433 ,500 2,805 ,000 492 ,000 2,103,750 321,300 1,180,000 356 ,687 1,494,520 419,913 1,940 ,00 
1O0T PLATES, GRILLS....... 270 ,660 1,587 ,900 535 ,000 1,337 ,500 273,140 655 ,200 392 ,490 746 ,730 394,439 990 , 00 
RONING MACHINES........ 100 ,000 7 ,600 ,000 80 ,000 6,720,000 50 ,000 3,500 ,000 69,991 3,411,230 116,069 6,196, 42 
2,362,500 10,867,500 2,154,889 10,024,233 1,858 ,400 7,161,920 2,430,400 8,594,300 3,968,215 13,161,3 
AMPS, INCANDESCENT: 
Total — All Types........] 575,163,000 142,545,000 | 565,718,000 139,753,000 | 553,868,000 118,367,000 | 617,550,000 115,740,000 | 625,889,000 127,572,0¢ 
Residential............... 124,825,000 25,225,000 130,100,000 27,659,000 126,903,000 24,442,000 128,290,000 22,912,000 147,460,000 25,797,00 
160,967,000 58,000,000 160,521,000 57,948,000 160,785,000 51,113,000 161,221,000 49,583,000 174,006,000 53,009,00 
64,836,000 23,020,000 56,257,000 20,646,000 46,902,000 17,430,000 49,890,000 17,005,000 58,218,000 19,432,00 
224,535,000 36,300,000 | 218,840,000 33,500,000 | 219,278,000 25,342,000 | 278,149,000 26,240,000 | 246,205,000  29,334,0( 
118,650 65,257,500 94,675 49,704,375 77,950 37,571,900 85,100 ,529 ,400 103,350 35,735,00 
*ERCOLATORS: 
856 ,500 6,632,895 399,159 3,900 ,000 201 ,600 1,696 ,000 219,000 1,846,170 287 ,207 2,345 , 0€ 
tADIO RECEIVERS: 
|) 3a a 3,827,800 332,198,000 3,420,000 212,040,000 2,620,000 124,860,000 3,806,000 130,899,000 4,084,000 150,880,00 
1,130,400 56,520,000 J 63 ,000 ,000 1,900,000 57,500,000 2,226,000 50,085,000 2,204,000 , 580 , 0¢ 
2,663,400 272,678,000 1,512,000 143,100,000 577 ,000 ,210 ,000 856,000 52,216,000 1,100,000  62,300,0¢ 
Motor Car Sets........... 34,000 3,000 ,000 108 ,000 5,940 ,000 143 ,000 7,150,000 724,000 28,598,000 780,000 28,000,0¢ 
RADIO TUBES, Total 52,000,000 119,600,000 53,500,000 69,550,000 44,300,000 48,730,000 55,605,000 56,599,000 55,192,000 59,548,0¢ 
aiaeagen 180,000 27,000,000 115,000 18,795,000 60 ,000 9 ,000 ,000 ,000 7,100 ,000 123, 15 ,990 , 0 
REFRIGERATORS: 
Se eaeesenkaet 791,000 217,525,000 906,000 233,748,000 798,000 155,610,000 1,016,000 172,720,000 1,283,000 220,676,00 
iTOKERS: 
Total 1,263 ,000 6,946 ,500 1,281,700 5,126,000 960 ,000 3,100,000 952,500 5,715,000 1,783 ,673 8,740 , 00 
WAFFLE TRONS............. 683 ,500 5,137 ,630 652 ,466 4,075,000 458 ,700 1,834,800 447 ,345 2,031,052 634,298 3,070 , 0¢ 
NASHING MACHINES: 
Electric.... 802,000 83,809,000 812,000 69,020,000 569,830 33,619,970 966,698 59,935,276 1,121,137 72,873,9% 
Gas Engine........... 85,000 12,282,500 55,000 6,875 ,000 27 ,343 2,296 ,812 63 ,383 5,514,321 19,147 10,723,2 
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These figures are compiled by Electrical Merchandising, from sales records of associations and 
manufacturers and from estimates made by association executives and leading manufacturers, 


Refrigeration figures courtesy Air Conditioning and Refrigeration News and NEMA. 


figures courtesy Fueloil Journal. Copyright Electrical Merchandising 1940 
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1936 1937 1938 1939 
Number Retail Number Retail Number Retail Number Retail Number Retail 
Retail Sold Value Sold Value Sold Value Sold Value Sold Value PRODUCT 
Value 
CLEANERS, VACUUM: 
906,049 $50,439,748 1,149,492 $62,359,941 1,285,216 $71,984,948 1,010,263 $59,575,210 1,101,500 $61,430,655 Floor Type 
39 ,720 , 18 294,891 4,270,021 ,461 5,096 ,600 421,121 5,798 ,836 295 ,610 4,369,115 308 , 4,895 ,895 Hand Type 
3,835 , 28 2,310,000 8 ,940 ,000 3,000,000 12,000,000 3,000,000 15,000,000 2,500,000 | 12,000,000 3,220,000 16,000,000 | CLOCKS 
13,200 , 00 50 ,000 ,000 25 ,000 200 ,000 30,000 240 ,000 20 ,000 150, 30,000 150, 
287 , 50 : 
40, 1,457 ,788 39 ,668 1,314,200 38,325 1,318,380 23,761 931,430 20,725 822,575 Ceiling 
1,733,5% 1,363,215 9,700,552 1,279,600 5724, 1,913,834 13,588,214 1,206,863 8,508,385 1,027,885 8,572,560 Desk and Bracket 
8,522 *1,095,155 10,946 *1,494,130 15,000 1,875 ,000 Attic 
sienna 49,110 785 ,760 70,752 1,185,800 86,182 1,614,188 58,432 1,181,495 84,580 1,704,300 Other Vent. up to 16 in, 
524, 60 FLASHLIGHTS: 
6,000 ,000 2,520,000 7 ,800 ,000 3,020 ,000 9,000 ,000 4,900 ,000 9,000 ,000 4,050 ,000 10 ,000 ,000 4,500,000 Cases 
2,200 ,008 164,000,000 13,120,000 175,000,000 15,750,000 183,000,000 16,012,500 175,000,000 15,500,000 181,000,000 15,800,000 Batt Cells 
12,000 , 00 342 ,485 , 400 ,000 900, 482 ,950 1,835,200 388 , 100 1,540,750 400 ,600 1,674,500 | HEATERS, RADIATORS 
670 ,70 482 ,900 2,231,000 540 ,000 2,494, 1,013,550 2,959 ,600 774,075 2,182,900 878 ,900 2,496,000 | HEATING PADS 
1,940 ,00 433 ,364 1,089 ,000 476 ,000 1,200 ,000 512,000 1,228 ,000 409 ,600 1,024,000 432,200 1,063,200 | HOT PLATES, GRILLS 
990 , 00 143 ,856 7 ,860 ,291 180,281 10,384,185 178,858 12,520,060 110,540 8 ,865 ,308 115,000 8,625,000 | IRONING MACHINES 
6,196,498 3,719,007 14,894,934 3,765,559 16,670,122 4,157,050 16,086,565 3,505,400 13,747,150 3,428,500 15,010,500 | IRONS, Total 
13,161,3 1,737,320 10,337,054 2,255,910 12,971,482 1,867,300 10,774,375 1,653 ,690 9,525 ,250 2,040,825 11,693,925 Automatic 
7,811,508 1,981,687 4,557 ,880 1,509 ,649 3,698 ,640 2,289,750 5,312,190 1,851,710 4,221,900 1,387 ,675 3,316,575 Non-Automatic 
5,349,8 LAMPS, INCANDESCENT: 
740,166,000 133,529,000 | 883,100,000 145,500,000 | 935,500,000 152,615,000 | 803,000,000 128,416,000 | 970,000,000 150,000,000 Total — All Types 
127 ,572 ,00§ 157,141,000 24,930,000 173,700,000 26,400,000 181,100,000 26,567,000 175,000,000 23,975,000 192,000,000 26,433,000 Residential 
25,797 ,008 182,476,000 50,958,000 205,200,000 52,700,000 237,100,000 59,405,000 237,000,000 55,221,000 258,000,000 60,412,000 ercial 
,009 ,008 73,422,000 22,274,000 83,600,000 23,300,000 88,500,000 24,153,000 75,000,000 19,200,000 90,000,000 23,155,000 Industrial 
19,432 ,008327,127,000 35,367,000 420,600,000 43,100,000 | 428,800,000 42,490,000 316,000,000 30,020,000 | 430,000,000 40,000,000 Miniature 
29 334,00 ,748 8 ,449 ,000 400 ,000 7,000,000 | MIXERS 
7,100 , 00 165,000 57,131,250 224,850 75,430,100 218,874 71,647,462 201,858 61,913,814 241,642 70,769,346 | OIL BURNERS 
35,735 ,00 PERCOLATORS 
327,172 2,591,200 515,000 2,279,576 950 ,032 4,246 ,650 633 ,400 2,818 ,600 588 ,350 2,665 ,225 Metal 
2,345 ,00 118,000 763 ,460 150 ,000 " 428 ,096 2,024,900 427 ,150 ay ,100 474,310 2,010,075 Glass 
647 , 0 RADIO RECEIVER 
5,500,016 271,152,895 8,158,290 464,007 ,000 7,631,267 404,457,150 All Types 
150,880,0@ 2,594,385 5, 3,611, 146 ,872 ,668 3,578,612 121,484,905 oe Table Models 
60 ,580,0@ 1,780,631 121,507,211 3,058,768 234,127,667 2,636,872 221,032,555 Consoles 
75,558 13,818,665 62,783 9,172,690 om Phono-Radios** 
1,125,000 54,562,500 1,412,000 69,188,000 1,353,000 52,767,000 Motor Car Sets 
28 ,000 ,0@ 75,961,500 ........... 105, 92,000,000 ........... ove RADIO TUBES, Total 
59 ,548 , 00 215,000 27,305,000 318,000 41,413,140 405,000 54,270,000 275,000 39,875,000 340,000 49,980,000 | RANGES 
15,990 , REFRIGERATORS 
1,568,000 253,648,000 1,996,000 327,344,000 2,310,000 395,010,000 1,240,000 213,280,000 1,840,000 309,120,000 Household 
220 ,676 , 00 100 ,000 1,500 ,000 225 ,000 4,500, 250 ,000 5,045 ,000 225, ' i 235 ,000 ,475,500 | ROASTERS 
,100 1,760 ,000 0, 2,250 ,000 938 , 300 3,180,875 766 ,500 2,590,800 824,600 2,705,000 | SANDWICH TOASTERS 
1,426, 1,580 ,000 , 280, 1,300,000 19,500,000 1,200,000 18,000,000 DRY 
6,964, 20 ,929, ,828 ,000 pt. House 
1,825.61 1,328 1,593,600 1,783 2: 138'400 5,002 2,876,150 4,328 2,293 ,840 4,975 2,567 ,100 Small C 
1,288,8@ 1,886,088 9,788 ,000 1,800,540 10,459,397 2,222,970 12,650,000 1,996,200 10,955,475 2,166,375 14,861,200 | TOASTERS, Total 
he 436 ,540 5,753,597 650, 8,539,120 583 ,350 7 ,338 ,550 847,610 11,366,450 Automatic 
1,364,000 4,705 ,800 1,563 ,070 4,110,880 1,412,850 3,616,925 1,318,765 3,494,750 Non-Automatic 
vinnwenes 772,215 3,684,000 810,000 4,374,000 940 ,375 4,795 ,900 851,320 4,375 ,800 796 ,070 4,139,600 | WAFFLE IRONS 
3,070 , 0( WASHING MACHINES: 
1,228,774 79,931,748 1,528,585 100,947,753 1,465,405 105,860,857 1,031,353 74,401,805 1,320,000 90,090,000 Electric 
72,873 ,% 184,987 16,669,178 200,550 18,211,945 176,614 17,007,928 106,261 9,734,570 104 ,000 9,110,400 Gas Engine 
10 ,723,2 70 ,000 ,390, 104,000 7 ,609 ,680 9,500 ,000 9,137 ,905 102,270 9,024,300 | WATER ATERS, Storage 
*** Figures insufficient for estimate. * Attic fans do not include installation. 
Radio figures courtesy Radio Retailing. ** Phono-Radio figures included under consoles prior to 1936. 
Tubes include exports for 1935, 1936, 1937, 1938. Stoker figures estimated by Committee of Ten—Coal and Heating Industries. 
Permission to reprint, quote or use is granted provided credit is given ‘‘ Electrical Merchandising.” 
ISING ELECTRICAL MERCHANDISING—JANUARY, 1940 


PAGE §¢ 


we 


How the 


URBAN AND RURAL NON-FARM WIRED HOMES 


ELECTRIFIED FARMS 


TOTAL WIRED HOMES 


STATE Jan. 1, 1940 Jan. 1, 1939 % Change Jan. 1, 1940 Jan. 1, 1939 % Change Jan. 1, 1940 Jan. 1, 1939 % Change 
Aaine.... 169 ,152 160 , 332 + 5.50 19 000 18,200 + 4.40 188 ,152 178 ,532 + 5.39 
jew Hampshire 112,074 109 033 + 2.79 10 300 10,143 + 1.55 122 ,374 119,176 + 2.68 
germont. 66,198 64,225 | + 3.07 9900 9/008 | + 9.90 76. 73/233 | + 3.91 
fassachusetts 1,101 1,084/188 | + 1.55 22/900 21/492 | + 6.55 1,123,937 1,105'680 | + 1.65 
Jonnecticut. 415 680 400 + 3.90 22,200 21,000 + 5.71 437 ,880 421,089 + 3.99 
‘ 

NEW ENGLAND 2,035,101 1,988 ,835 + 2.33 88 , 300 83 , 843 + 5.32 2,123,401 2,072 ,678 + 2.45 
New York.... 3,247 ,707 3,207,986 | + 1.24 100 ,000 93,332 | + 7.14 3,347,707 3,301,318 | + 1.41 
New Jersey . 1,032,891 999 931 + 3.30 24,000 ; +13.21 1,056 ,891 1,021,131 + 3.50 

ee 1,934,511 1,915,121 + 1.01 110 ,000 96 ,034 +14. 2,044,511 2,011,155 + 1.66 
MIDDLE ATLANTIC 6,215,109 6,123 ,038 + 1.50 234 ,000 210 ,566 +11.13 6,449,109 6,333 ,604 + 1.82 
Ss ness 1,429,749 1,398,679 | +.2.22 140 ,000 104,384 | +34.12 1,569,749 1,503,063 | + 4.44 
Andiana 622 ,675 605 ,745 + 2.79 89,500 66 ,447 +34.69 712,175 672,192 + 5.95 
Allinois.... 1,689 ,969 1,665 , 564 + 1.47 80 ,000 58 ,898 +35.83 1,769 ,969 1,724,462 + 2.64 
Michigan. 1,059,711 1,029 984 + 2.89 133 ,000 103,712 +28.24 1,192,711 1,133 ,696 + 5.21 
Wisconsin . 568 , 966 54,129 + 2.68 82,000 67 ,590 +21.32 é 621,719 + 4.70 
4 EAST NO. CENTRAL 5,371,070 5,254,101 + 2.23 524,500 401 ,031 +30.79 5,895 ,570 5,655,132 + 4.25 
Minnesota. 434 , 938 426,026 | + 2.09 35,000 21,910 | +59.74 469 , 938 447,936 | + 4.91 
lowa.... 423 ,056 397,890 | + 6.32 61,000 ,973 +29.87 484 056 444,863 | + 8.81 
DMissouri 600 , 948 578 , 508 + 3.88 43 ,000 33,423 +28.65 643 , 948 611,931 + 5.23 
{North Dakota 60 056 58 ,063 + 3.43 4,800 3,449 +39.17 64 856 61,512 + 5.44 
fSouth Dakota. 76 ,800 74,200 + 3.51 3,900 3,380 +15.39 80 700 77 ,580 + 4.02 
ENebraska... 199 192,526 + 3.70 24,500 15,982 +53.30 224, 158 208 , 508 + 7.51 
FKansas.... 295 ,739 287,634 | + 2.82 26 ,000 20,423 | +27.31 321,739 308,057 | + 4.44 
| WEST NO. CENTRAL 2,091,195 2,014,847 + 3.79 198 , 200 145 ,540 +36.18 2,289 ,395 2,160 , 387 + 5.97 
Delaware... 44,368 44,307} + .14 3,200 3,045 | + 5.09 47 ,568 47,352 | + .46 
Maryland..... f 
District of Columbia 1 467 ,761 459,772 | + 1.74 17,800 16,765 | + 6.17 485 561 476,537 | + 1.89 
Virginia. . 286 ,278 270,790 | + 5.72 38 ,000 28,140 | +35.04 324,278 298,930 | + 8.48 
West Virginia 209 ,730 198 ,023 + 5.91 22 ,000 13,163 +67.14 231,730 211,186 + 9.73 
North Carolina. 305 , 865 299 562 + 2.10 49 500 37 ,883 +30.67 355 , 365 337 ,445 + 5.31 
)South Carolina 111,440 106 ,424 + 4.71 23 ,000 17 ,098 +34.52 134,440 123 522 + 8.84 
1 Georgia... . 228 ,616 219 ,690 + 4.06 40,100 21,157 +89.54 268 ,716 240 ,847 +11.57 
Florida... 273 ,558 265 ,597 + 3.00 14,200 10 ,692 +32.81 287 ,758 366 , 289 —21.44 
. SOUTH ATLANTIC 1,927 ,616 1,864,165 + 3.40 207 ,800 147 ,943 +40.46 2,135,416 2,012,108 + 6.13 
Kentucky 255 ,995 251 , 938 + 1.61 29 ,800 15,730 +89.45 285 ,795 267 ,668 + 6.77 
Tennessee . 240 ,738 246 ,695 — 2.41 38 ,000 26 ,648 +42.60 278 ,738 273 ,343 + 1.97 
Alabama. 193 ,270 178,520 | + 8.26 37 ,000 27,764 | +33.27 230,270 206,284 | +11.63 
2 Mississippi . 106 ,569 93,421 +14.07 22,400 7,587 +15.24 128 , 969 101 ,008 +27 .68 
z 
2 EAST SO. CENTRAL 7% ,572 770,574 | + 3.37 127 , 200 77,729 | +63.65 923,772 848,303 | + 8.90 
Arkansas. . 117,752 109 ,745 + 7.30 16,100 9,271 +73.66 133 ,852 119,016 +12.47 
Louisiana.... 224,279 208 ,415 + 7.61 15,400 8,393 +83.49 239 ,679 216 , 808 +10.55 
* Oklahoma. . 248 337 240 , 337 + 3.33 21,200 14,615 +45 .06 269 ,537 254,952 + 5.72 
; 699 , 668 676 ,531 + 3.42 34,796 +55.19 753 , 668 711,327 + 5.95 
WEST SO. CENTRAL 1,290 ,036 1,235,028 + 4.45 106 , 700 67 ,075 +59.08 1,396,736 1,302,103 + 7.27 
Montana... 85 ,818 82,226 + 4.37 6,600 4,847 +36.17 92,418 87 ,073 + 6.14 
C idaho. .... 75,694 72 ,806 + 3.97 24,000 21,428 +12.00 99 94,234 + 5.79 
Wyoming 34,430 32,768 + 5.07 3,600 2,079 +73.16 38 ,030 34,847 + 9.13 
Colorado . 188 ,724 186 ,912 + .7 17,100 11,911 +43 .56 205 ,824 198 ,823 + 3.52 
\ New Mexico 34,410 34,637 — .66 3,400 2,300 +47 .83 37 ,810 36 , 937 + 2.36 
4 Arizona... . 73 ,569 74,353 — 1.05 8,000 7,082 +12.96 81,569 81,435 + .16 
Utah... 95 ,436 93,490 + 2.08 19,500 19,172 + 1.71 114,936 112,662 + 2.02 
, Nevada. 19,740 18 ,360 + 7.52 1,300 1,271 + 2.28 21,040 19,631 + 7.18 
5 MOUNTAIN 607 ,821 595 ,552 + 2.06 83,500 70 ,090 +19.13 691,321 665 ,642 + 3.86 
Washington 388 ,795 373 ,708 + 4.04 55,500 50,184 +10.59 444 295 423 ,892 + 4.81 
Oregon 212 ,377 207 415 + 2.39 35 , 800 32,578 + 9.89 248 ,177 239 993 + 3.41 
California. . 1,729 ,551 1,683 , 140 + 2.76 124,500 , + 3.75 1,854,051 1,803,140 + 2.82 

PACIFIC 2,330,723 2,264,263 + 2.94 215 ,800 202 ,762 + 6.43 2,546,523 2,467 ,025 + 3.22 

TOTAL UNITED STATES... 22 ,665 , 243 22,110,403 | + 2.51 1,786 ,000 1,406,579 | +26.97 24,451 , 243 23,516,982 | + 3.97 


(Based on figures compiled by Edison Electric Institute, National Electrical Manufacturers Association, and American Washing Machine Manufacturers Association.) 
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| Wired homes, electrified farms, major 
l l 
) i \ ( ; a appliance sales percentages by states 


and geographical divisions, 1939-1940 


MAJOR APPLIANCE SALES BY WIRED HOMES 
WIRED] REFRIGERATOR | RANGE WASHER Geographic Distribution of 
ion. 6. 10 Mos. 1939) (10 Mos. 1939 (9 Mos. 1939) 
Toral of US. Total | % of U.S. Total of U.S. Total 1939 Appliance Sales 
77 42 1.08 66 
50 28 59 30 
31 19 52 32 Vip 
4.60 3.90 2.30 3 18 KY 
72 Cy 
1.79 1.62 1.47 1.62 Atlantic 7 
8.69 6.87 6.26 6.57 
13.69 13.58 4.38 6.98 
4.32 3.89 1.49 2.95 | | 
8.36 9 42 7.06 10.29 
6.42 5.77 7.25 7.69 
2.91 2.52 4.56 3.50 
7.24 8.10 5.97 7.31 
4. 4.65 8.57 5.92 
2.66 2.10 4.36 3.28 
24.11 23.14 30.71 27.70 REFRIGERATOR SALES RANGE SALES 
1.92 2.64 3.80 3.29 (10 Months 1939) (10 Months 1939) 
1.98 1.83 1.75 3.02 
2.63 2.82 3.08 431 
20 72 64 
33 25 78 78 
92 79 57 1.32 
1.32 94 1.08 1.25 
9.36 9.47 11.78 14.61 tlantic/ 
19 28 24 
1.16 
1.98 1.07 84 "74 
1.33 1.60 2.00 1.21 
95 1.00 82 1.78 
1.45 1.80 3.46 1.13 
55 80 1.06 26 
1.10 1.44 2.36 44 
1.18 1.30 3.48 67 
$73 | 10.40 14.73 7.63 
1.17 1.40 72 1.56 
| | 1.14 1.70 3.23 1.61 
= WASHER SALES IRONER SALES 
| = (9 Months 1939) (9 Months 1939) 
) 3.78 4.68 6.07 4.03 
j 55 62 46 
1.28 29 1.26 
1.10 1.04 18 1.25 Middie> 
3.08 4.00 1.53 2.57 
7 5.71 6.94 2.21 5.54 
38 50 36 
3 16 13 10 
2 84 66 74 90 | | 
6 16 ‘17 06 19 | | South Atiantico” Mountain 
6 33 27 2 35 
2 47 48 1.43 
8 09 09 23 07 
6 2.84 2.41 4.17 3.28 
1 1.82 1.71 4.00 1.85 
1.01 3.17 1.09 
32 7.58 6.74 3.97 7.48 
2 10 41 9.20 ll 14 10.42 WIRED HOMES WATER HEATER SALES 
(January Ist, 1940) (10 Months 1939) 
'7 100% 100% 100% 100% 
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State 1931 


HOUSEHOLD ELECTRIC REFRIGERATOR SALES BY STATES, 1931-1939 


1934 1935 1936 1937 1938 1939(10 Mos. 
Maine. . 5,687 5,027 5,699 7,044 7,963 7,466 9,124 5,592 7,501 Maine 
New Hampshire. Paes 3,797 2,771 3,900 4,884 5,807 6,616 7,050 3,673 ,119 > New 
Vermont 3,271 2,315 2,767 2,944 3,552 4,583 6,107 3,035 3,498 § Vermc 
Massachusetts . 39,792 34,103 53,436 52,322 66,972 81,538 92,888 50,695 70,597 9 Massa: 
Rhode Island. 5,663 6,930 9,177 8,007 8,196 10,569 13,909 91 8,354 } Rhode 
Connecticut........ ; ae 18,992 16,374 17,740 18,786 24,767 35,219 46,780 17,970 Conne 
Total New England 77,202 67,520 92,719 93,987 117,257 145,991 175,858 85,882 Total 
185,226 186,536 205,383 190,055 196,441 244,315 285,924 179,116 245,475.35 New 
I. vc xcsitaewasnareees 53,156 42,774 50,654 59,858 70,344 89,8 103,153 50,081 70,3609 New J 
ree ee 78,117 70,217 103, 564 121 ‘O11 1 29, 654 189,109 215, ‘822 113,761 170,4199 Pennsy 
Total Middle Atlantic..... 316,499 299,527 359,601 371,884 396,439 523,310 604,899 342,958 486,2 Total 
50,558 38,503 69,328 91,321 99,266 136,940 173,124 67,329 104,2429 Ohio. 
Indiana....... 24,829 14,011 22,863 35,551 40,488 58,578 69,457 29,648 45, 5329 Indian. 
IIlinois 92,472 56,790 72,446 108,333 118,321 152,337 179,916 110,672 146, illinois 
Michigan. .... 28, 477 25,443 33,694 54, 94 106,677 127,366 56,240 84, 139% Michi: 
1 289 10, ‘088 17,984 21,356 26,928 35,458 51, 26,902 38 ‘03 Wisco 
Total East North Central 208,625 144,835 216,315 310,653 354,945 489,990 601,771 290,791 418,3 Total | 
 hincedsewees 14,646 13,950 14,943 17,897 22,927 29,315 43,037 33,645 47,77@ Minne 
sia 11,460 9,364 14,013 20,677 25,515 30,286 35,172 22,672 33,01lowa. . 
Missouri... . . 36,845 26,279 37,270 53,760 48,289 63,740 36,555 51,099 Missou 
North Dakota . 1,806 1,423 1,876 3,223 4,205 3,403 4,351 2,973 3, 55/§North | 
South Dakota. 1,888 1,223 2,546 4,350 5,363 5,253 4,933 3,122 4 ‘61 South | 
Nebraska . 7,894 5,952 8,746 14,477 17,441 18,219 17,645 9,468 1 4, 17@Nebras 
9,498 7,400 12,145 21,541 20,156 24,184 25, 170 13,753 16, 96 BKansas. 
Total West North Central... 84,037 65,591 91,539 135,925 143,896 175,565 194,048 122,188 171,19@ Total | 
Distict of Columbis............ 28,748 26,095 27,432 38,595 12'376 19,699 20,153 16,079 19,39 District 
Virginia 14,238 12,831 15,341 22,821 23,599 32,351 36,517 18,715 28, 9 Virgini 
West Virginia 10,466 7,765 10,207 18,170 16,574 25,018 28,293 11,586 
North Carolina Pre 11,391 6,352 14,103 20,883 26,710 37,612 47,629 22,422 
South Carolina. . 4,905 3,123 5,589 9,910 13,616 18,334 22,549 9,2 
10,220 6,738 11,828 29,363 29,707 34,072 38,428 15,265 
11,149 7,177 10,575 17,591 28,584 31 ‘145 32,683 19,106 
Total South Atlantic 93,004 72,051 97 ,A18 160,416 177 482 225,403 261,981 131,763 
10,432 7,965 14,682 19,865 18,634 27,714 31,055 14,989 
7,594 7,072 9,793 26,822 26,158 32,018 36,301 17,841 
aca 6,244 4,565 9,785 16,914 24,528 23, 25,855 11,270 
3,268 1,793 3,327 5,182 7,393 11,389 11,606 6,282 
Total East South Central..... 27,538 21,395 37,587 68,783 76,713 94,581 104,817 50,382 
4,210 2,992 5,553 9,350 10,352 11,907 12,798 6,941 
5,714 4,399 7,587 10,008 15,672 23,231 17,180 
ee eS Se 10,146 8,093 12,634 17,900 17,890 20,809 23,123 13,805 
eae, ae 29,426 20,369 37,293 53,078 66,324 83,088 94,875 58,078 
Total West South Central 49,496 35,853 63,067 90,336 110,238 136,411 154,027 96,004 
2,680 1,613 3,524 5,262 6,574 9,207 8,814 3,377 
2,847 1,517 2,311 4,457 7,336 9,607 9,622 4AT4 
Pr 1,882 677 F 2,337 2,529 3,252 3,188 1,665 
Colorado . 6,967 5,319 8,541 10,645 12,546 15,389 15,311 9,A61 
New Mexico........ 1,894 858 1,724 2,470 3,437 3,959 4,116 2,351 
3,622 1,490 2,418 3,857 5,903 6,236 402 
re a 4,446 2,941 4,444 6,005 7,618 11,967 12,466 6,840 
Nevada..... 948 863 1,028 1,305 2,016 2,728 2,802 1,365 
Total Mountain. 25,286 15,278 25,398 36,338 47,959 62,345 66,381 32,432 
8,138 5,312 11,807 18,438 23,315 34,448 31,807 20,006 
5,695 4,901 7,491 15,471 15,482 22,691 18,510 10,083 
I re ae 53,156 37,403 62,163 70,295 1 26, 297 168,800 154,926 96,713 
Total Pacific 66,989 47,616 81,461 104,204 165,094 «295,939 205,243 126,802 
Total United States. . 948,676 769,666 1,065,105 1,372,526 1,590,023 2,079,535 2,369,025 1,279,202 
Prepared by Market Analysis Department Electrical Merchandising, from Figures Supplied by Edison Electric Institute. 
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STATES 


WASHERS 


District of Columbia.......... 
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ELECTRIC & GAS ENGINE WASHER SALES BY STATES, 1932-1939 


1934 1935 1936 1937 1938 1939 (9 mos.) 
2,069 5,515 9,639 9,617 11,346 11,658 8,191 7,064 
1,203 2,103 5,094 4A14 6,386 6,568 5,347 3,211 
2,184 2,472 4,342 4,103 8,772 5,911 3,527 3,425 
26,375 35,140 46,928 51,520 62,445 56,650 36,972 34,036 
2,622 5,610 5,469 6,379 9,256 8,703 6,371 5,245 
10,435 14,880 20,202 25,889 27,741 23,973 16,609 17,339 
44,888 65,720 91,674 101,922 125,946 113,463 77,017 70,320 
59,903 84,496 94,215 92,887 106,659 112,971 81,339 74,108 
25,412 26,178 32,953 39,221 48,785 48,768 34,697 31,574 
72, 110,186 135,224 143,288 210,288 187,683 110,576 110,135 
157,683 220,860 262,392 275,396 365,732 349,422 226,612 216,417 
50,102 93,605 104,765 117,981 150,804 147,617 83,728 82,307 
15, 35,730 1146 55,225 72,491 59,277 45,050 37,461 
54,495 136,867 101,480 111,351 132,492 136,452 97,721 78,240 
28,648 41,561 70,485 92,788 125,541 105,089 61,204 63,362 
20,022 29,394 38,427 45,908 52,952 56,321 41,750 35,106 
169,257 337,157 359,303 423,253 534,280 504,756 329,453 296,476 
20,759 35,349 44,697 53 49,546 53,201 42,092 35,213 
13,498 24,429 37,008 45,215 44,237 37,314 32,323 
25,136 52,920 52,625 51,634 57,846 57,471 45,618 46,130 
1,561 3,317 5,504 5,842 15,049 8,867 8,873 6,850 
1,630 y 7,715 7,863 7,165 10,016 7,850 8,348 
6,399 15,786 19,421 22,620 23,159 19,212 14,561 14,128 
7,244 17,362 1,027 24, 28, 26,437 16,268 13,379 
76,227 153,611 187,997 211,870 225,971 219,210 172,576 156,371 
3,169 2,825 3,303 3,142 3,472 3,941 2,617 2,569 
8,698 20,562 18,893 13,646 7,631 7,882 13,310 12,416 
6,042 8,631 8,050 9,291 18,525 17,241 8,873 7,920 
7,095 8,829 11,281 14,183 16,692 17,898 13,879 12,951 
5,204 13,530 19,141 22,212 30,335 32,348 17,519 19,052 
1,077 2,074 3,881 8,330 12,092 14,450 11,035 12,095 
314 577 1,755 ,360 1,925 3,777 2,958 2,783 
1,010 2,036 3,229 4,386 7,510 8,702 5,006 4,109 
1,7 é 5,507 5,559 7,718 8,210 6,029 7,171 
34,408 61,104 75,040 82,109 105,900 114,449 81,226 81,666 
7,376 12,463 14,296 16 18,767 22,660 17,974 16,697 
2,387 5,974 8,769 14,452 17,522 20,854 18,770 17,232 
389 590 3,228 4,301 8,478 9,638 6,712 7,385 
118 409 1,356 1, 2,791 1,593 1,820 
10,270 19,436 27,649 35,862 46,433 55,993 45,049 43,134 
1,106 2,279 3,692 4,329 6,248 6,404 4,550 4,923 
3,775 3,039 6,040 8,231 11,384 14,614 12,286 13,486 
7,747 15,076 20,156 24,461 24.767 24,630 14,789 13,379 
10,552 21,303 31, 37,496 42,422 42,036 25,596 27,507 
23,180 41,697 61,784 74,517 84,821 87,684 57,221 59,295 
537 5,812 6,158 7,977 8,859 7,061 5,006 3,853 
378 1,712 7,859 6,687 7,994 6,568 3,982 4,174 
729 1,223 4,387 1,908 3,568 2,627 2,730 2,354 
6,569 11,404 12,833 13,162 15,516 15,763 10,239 9,633 
346 1,516 2,215 1,952 2,703 192 1,820 2,034 
2,727 3,500 5,085 5,613 6,231 7,225 3,754 3,746 
2,835 5,659 13,995 13,417 13,787 11,494 7,963 8,563 
912 820 1,839 1,312 683 149 
14,487 31,272 53,444 51,536 60,497 54,842 36,177 35,106 
12,153 15,881 23,115 31,287 32,341 29,722 19,681 19,801 
4,170 8,683 12,934 17,771 23,246 16,256 11,149 11,666 
50,450 74,660 84,952 108,238 123,968 96,222 80,998 80,059 
66,773 99,224 121,001 157,296 179,555 142,200 111,828 111,526 
597,173 1,030,081 1,240,284 1,413,761 1,729,135 1,642,019 1,137,159 1,070,311 


Projected to Industry Totals by Market Analysis Department, Electrical Merchandising, from figures supplied by American Washing Machine Manufacturers Association 
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10 Mos. State 
5,119 |} New Hampshire............. 
70,5974 Massachusetts............... 
8,3549 Rhode Island................ 
29,3108 Connecticut................. 
124,379) Total New England........ 
245,475 New 
486,254) Total Middle Atlantic... ... 
84,130) Michigan................... 
38,0349 Wisconsin.................. 
418,339 Total North Central........ 
| 
51,09 
North Dakota................ 
4,61 gsouth Dakota................ 
| 
171,194 Total West North Central... 
21,57 
19,32 
18,13 
32,53 
02 
23,55 
188,19 Total South Atlantic... 
10,6 
84, otal East South Central... . | 
11,1 
125,5 otal West South Central... 
23 
3,0 ew Mexico................ | 
43,6 otal Mountain............ 
30,8 
1,808 


ACCEPTANCE Instead of SATURATION 


sented its annual estimate of appliance saturation: 

the number of families living in wired homes who 
use appliances. The figures are widely quoted and used 
to divide the electrical market into sold and potential 
classifications. 


F:: many years Electrical Merchandising has pre- 


We have been seeking a better term than “saturation.” 
One that would apply more accurately to the millions 
of users and boosters for domestic electric equipment; 
because the user of a washer or a refrigerator is not per- 
manently out of the market, and users, we all know, are 
potent factors in spreading further use and sales. On 
the other hand, the unsold dwellers in wired homes are 
not all potential buyers of a long list of appliances. 


It appeals to us as more accurate to consider the per- 
centage of homes using any given appliance as the 
measure or index of public acceptance for that appli- 
ance: the high saturation percentages of such appli- 
ances as the iron, the washer and the refrigerator point 
to a large and steady demand. Contrasted with these 
high saturated large volume products, a low saturation 
percentage on a device many be an indication of only a 
moderate volume in immediate prospect. The reasons 
for low saturation and low volume on seasoned products 
are, of course, various. Either the usefulness of such a 
product has not been widely demonstrated or public 
education has not yet been adequate, or as in the case 
of ranges and water heaters, markets have been limited 
by rates and the policies of combination companies. 


We believe this is a new way of appraising “saturation” 
as a market indicator. We hope the industry will find 
it a useful one. In that hope we present here for the first 
time our annual calculations of appliances in use, not 
in terms of a saturated or a sold up market, but as an 
index of consumer acceptance, as a dynamic, volume 
building and volume sustaining force. 
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WASHERS (Electric) 


CLEANERS (Floor) 


Te 32.5% or 7,943,500 homes using 


10.3% or 2,510,000 homes using 


..-6.3% or 1,552,000 homes using 


INDEX 


.....-95.0% or 23,288,600 homes using | 


REFRIGERATORS 


56.0% or 13,701,000 homes using 


55.5% or 13,561,200 homes using 


48.4% or 11,834,600 homes using he 


All Figures Based on 24,451,@ire 
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RANGES 
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CEPTANCE 


| | | | i Percentage Numberof Percentage Number 
— of Homes Homes of Homes = of Homes 
— Appliances With With Without Without 
5.0% or 1,162,400 homes without........... ...... IRONS Clocks ........ 49.1% 12,010,200 50.9% 12,440,800 

Heaters & 
Radiators . 20.2%, 4,935,500 79.8%, 19,515,500 
4 Heating Pads 20.5% 5,015,550 79.5%, 19,435,450 
Hot Plates 17.3% 4,235,000 82.7% 20,216,000 
Waffle Irons 23.2% 5,678,250 76.8%, 18,772,750 
Roasters .... 4.1%, 1,000,000 95.9%, 23,451,000 

40.4% or 9,872,000 homes without... .(Electric) WASHERS Water Mester. 

Storage ... 3.1% 750,000 96.97 23,701,000 


44.0% or 10,750,000 homes without....... REFRIGERATORS _ 


44.5% or 10,889,800 homes without............ TOASTERS 


51.6% or 12,616,400 homes without..... (Floor) CLEANERS 


67.5% or 16,507,500 homes without........ PERCOLATORS 


~~ _ J 89.7% or 21,941,000 homes without.............. RANGES 


93.7% or 22,899,000 homes without.............. IRONERS 


D7 
“ 
igix 


4,451,@ired Homes and Farms 
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N the year just closed re- 

frigeration made a _ strong 
comeback from 1938. As _ against 
1,240,000 household refrigerators sold 
in 1938, the 1939 total of 1,840,000 is 
surely impressive. This is still far 
short of the record year of 1937, when 
2,310,000 were moved. Nor is it 
likely that 1940 will reach the 1937 
figure. An increase of 10 per cent, 
or approximately 2,000,000 refrigera- 
tors, is the conservative forecast of 
the manufacturers in this field. 

Inventories at the beginning of 1940 
are favorable, perhaps more favorable 
than they were at the beginning of 
1939. New lines also are being shown 
in the early weeks of January so that 
the year’s selling should get away to 
an early start. 

Prices are somewhat eased on the 
full refrigerator line. Six ft. specials 
and stripped-down models are being 
offered by all the manufacturers at 
very much lower prices than a year 
ago. All the refrigerator manufac- 
turers have increased their adver- 
tising and promotion budgets. These 
different elements all add up to a 
justifiably optimistic outlook for 1940 
refrigerator sales. 

Trade-in and replacement factors 
continue to be of increasing impor- 
tance. Not only the number of really 
old refrigerators in use, but the im- 
provements in design make replace- 
ment more and more desirable. The 
public is economy minded, and the 
new refrigerators will operate on one- 
half or’ less than a half the kw. hrs. 
required by the older machines. Not 
only is economy a telling reason for 


replacement, but the new refrigerators 
have improvements, conveniences of 
storage, ice release trays, and stream- 
line appearance that in comparison 
makes the old refrigerator an obsolete 
product. 

In a survey just completed by ELEc- 
TRICAL MERCHANDISING, dealers re- 
ported that an average of 18 per cent 
of their 1939 electric refrigerator 
business involved the trade-in of a 
mechanical (not ice) refrigerator. 
These same dealers estimated that this 
percentage in 1940 would rise to one- 
quarter of their total business. With 
so large a proportion of the refrig- 
erator business involving a trade-in, 
the disposition and re-building be- 
comes vital. 

This problem is underscored by the 
report to ELECTRICAL MERCHANDISING 
that of the traded-in mechanical re- 
frigerators, a little less than one-fifth 
are junked; four-fifths of the trade- 
ins being in an operative condition; 
more than one-third of the total having 
been resold “as is”; 45 per cent re- 
quiring reconditioning before resale. 

An example of what can be accom- 
plished in this handling of the recon- 
ditioning problem—and the operation 
will probably set a pattern for the rest 
of the country—is the experience in 
Philadelphia. In that City, through 
the agency of the Philadelphia Electric 
Association, a central service or clear- 
ing house has been set up. This has 
been eminently successful in taking off 
the dealers’ hands the jobs which were 
operative, but which required recon- 
ditioning before putting them back on 
the market. Some 2,000 refrigerators 


| 
ELECTRIC 260 
REFRIGERATORS T 
REFRIGERATORS 
i y 160 1939 Sales 
| 140 1,840,000 
100 
——+—— + 
a chadge ie 192) 
0 
| 1929 1930 1931 1932 1933 1934 1935 1936 1937 1938 1939 
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HOUSEHOLD ELECTRIC REFRIGERATOR 
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were handled during 1939, in this first 
full year of the Philadelphia opera- 
tion. These refrigerators were re- 
sold at prices from $49.50 to $79.50, 
and the demand for these refrigerators 
has consistently exceeded the supply. 
The dealer makes a profit in this re- 
sale operation and places the refrig- 
erators with the lower income fami- 
lies. All indications are that the 
method and the operation is a success- 
ful one. In discussing this project, 
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John Morrison of the Philadelphia 
Electric Association makes the point 
that a service agreement to give ninety 
days free service is vital on the re- 
built jobs. A capable and responsible 
central organization is, of course, a 
fundamental requirement, together 
with moderation in allowances on the 
part of the dealers. Givexu these two 
factors, the replacement, trade-in and 
second-hand problem in refrigeration 
sales finds its solution. 
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ASHER sales also show 
a healthy percentage of 
increase over 1938—nearly as great 
as that shown by refrigerators. The 
greatest change in the washer picture, 
however, is the decline in the propor- 
tion of the higher priced models. As 
reference to the accompanying chart 
will show, this decline has been steady 
for the past three years. In 1939 
the sales of units in the top classifica- 
tion, averaging $102 in price, was 
approximately 26 per cent of the total. 
This compares unfavorably with 31 per 
cent of the total in 1938. 
Average retail prices on all washers 
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show a decline of over $3 a unit, due 
to this reduction in the sales in the 
top price ranges. 

Genuine stimulation was given 
washer sales in 1939 by the promo- 
tion of the second Annual Washer 
Week. The first Washer Week was 
an experiment in 1938 and demon- 
strated its value. In 1939 it was a 
better organized, more energetically 
promoted activity. It is impossible to 
say how many washer sales can be 
attributed to this promotion, but 100,- 
000 is a fair estimate. Certainly Oc- 
tober 1939 was an outstanding month, 
and its effects will be long felt. 
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Washer inventories are low at the frigerators, washer trade-ins are even 
udelphia beginning of 1940, and new models more important in the business pic- 
point Bwith improved appearance and sales ture. Reports to ELectricaL Mer- 
e ninety Jeatures have already been introduced. CHANDISING indicate that 46 per cent 
the re- BOne of the significant developments in of the total washer business in 1939 
ponsible he washer field which has caused a done by dealers [not including mail 
yurse, a Mereat deal of speculation is the emer- order and utility sales] involved a 
together rence of the automatically controlled trade-in. Of the trade-in washers, 
; on the Gwasher, where the full cycle of wash- 36 per cent were junked. Washer 
ese two ng, rinsing and drying operations are __ reconditioning differs from refrig- 
and earried out without the attention of erator reconditioning or rebuild- 
geration mhe operator. No new washers of this ing in that it is a simpler operation— 

ype were introduced in 1939, but the dealer can do it in his own service 
1940 will see one or more new wash- shop. And the degree to which the 
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1eer Bendix. makes a profit will depend on a sane 
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HE ironer completes the 

home laundry picture, and 
should logically be a twin operation. 
The ironer picture, however, has 
never been and is not now as favor- 
able as the washer picture. The vol- 
ume is only about 10 per cent of the 
total washer volume, and in 1939 the 
ironer, like the washer, shows a de- 
crease in average retail price—a de- 
crease of around $8 per unit, with an 
increase in volume of only about 2 per 
cent. 

The only classification in the iron- 
ing machine that showed an increase 
was at the very bottom of the price 
class—those ironers that average $25 
in retail. This classification includes 
the small portable ironer and the 
wringer post ironer. 

Especially regrettable is the loss of 
some 10,000 units of sale in the top 
classification averaging $105 retail. 
This classification is the desirable 
ironer business, profitable to the dealer 
and the manufacturer and highly satis- 
factory to the purchaser. Sales in 
this classification have fallen to about 
44,000 units—a decline of about 20 per 
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cent from the preceding year. It is 
evident that the ironer still awaits 
some power of industry promotion that 
will hasten public acceptance and 
larger volume. 

This power of industry promotion 
obviously is something that will have 
to be paid for, and the only source of 
any such funds would have to be re- 
covered from additional margin. In 
other words, from ironer prices. It 
has been repeatedly pointed out that 
prices on ironing machines were re- 
duced on a competitive basis to lower 
levels than the market justified at any 
time, leaving no money for the type of 
advertising and direct selling that built 
the market for washing machines. Be- 
fore washing machine prices hit the 
skids washers were firmly established 
in the public regard. That was not 
the case with ironing machines. Iron- 
ing machines are yet far from the 
condition of public acceptance that ex- 
tends markets and sustains them. If 
there is a solution to this condition 
it will probably be found in a general 
home laundry promotion embracing 
both washers and ironers. 
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OIL-BURNING SPACE HEATERS 


HE relatively recent appre- 

ciation by electrical retailers 
that oil-burning space heaters were a 
fast selling and profitable specialty 
item—especially to low income groups 
with no central heating system in their 
homes— was responsible chiefly in 
1939 for about a 25 per cent increase 
in the total volume sold. There were 
approximately 250,000 units sold dur- 
ing the year at an average price of 
$59.50 giving a total volume of $12,- 
850,000. This compares with 200,000 
units in 1938. Indications are that 
1940 will see about the same ratio of 
increase with a probable jump to 
about 300,000 units—still a good way 
off from the 1937 record of 480,000 
units. Sales and prices are figured 
on the pot-type burner which is the 
biggest selling item in a manufac- 
turers line. There are indications, 
however, that the public are responding 
in increasing numbers to the circu- 
lating and radiating type of heater 
which sells at higher price brackets. 

It must be remembered that in the 
United States nearly half of the 26,- 
000,000 homes are without some form 
of central heating system and that 
this comprises an enormous potential 
market for oil space heaters. There 
is an additional market of impressive 
proportions in auxiliary heaters for 
homes, for garages, for filling sta- 
tions and all kinds of small commer- 
cial applications. 

Certainly the manufacturers have 
shown themselves wide-awake in the 
matter of product design in the space 
heater field. The stream-lined cabinet 
models of today’s heaters bear little 
resemblance to the old wood or coal 
stoves which they are rapidly replac- 
ing. Dealers have not been unaware 
of this trend and have found that 
the merchandise fits in very well with 
other types of specialty electrical 
equipment they have been selling. 


Dry Shavers 


CCORDING to the best 
available estimates there 
were 1,200,000 dry shavers sold in the 
United States in 1939. Average 
prices remained stable at about $15 
per unit which means that the total 
business amounted to $18,000,000. 
Our revised figure for 1938 business 
shows that there were about 1,300,000 
actual sales to consumers (preliminary 
estimates were based on shipments to 
distributors and dealers and totalled 
1,750,000 units) at a dollar volume of 
$19,500,000. 
The above figures reveal an inter- 
esting and healthy trend in the dry 
shaver industry: the rampaging price 
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To realize in full, however, the 
potentialities of the oil space heater 
market, many dealers have got to 
abandon their stand-still promotion— 
their idea that space heaters are a 
demand item or an over-the-counter 
product. Much of this thinking arises 
from the fact that there have always 
been some form of space heater on 
the market and that, as the product 
does not perform an essentially new 
service to the customer, that there is 
no burden on their part to shout their 
virtues in the market-place. The 
same type of intensive canvassing, of 
following up prospects, of advertising 
and all the other promotional stunts 
which made the refrigerator and the 
washer household necessities is needed 
to fully realize on the enormous space 
heater market. It is fairly safe to say 
that two out of three persons ap- 
proached would be unaware of the 
great strides in product development 
that have taken place in the space 
heater field. We've got to tell those 
people—and sell them. 


OIL SPACE HEATERS 


UNIT SALES DOLLAR VOLUME 


250,000 $12,850,000 
200,000 $14,000,000 
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AUTOMATIC OIL BURNERS 


In the year just passed there were 
241,642 oil burners sold at a total 
dollar volume of $70,769,346. In the 
year 1938, the figures showed 201,858 
oil burners sold at a dollar volume of 
$61,913,814, according to estimates of 
Fuel Oil Journal. In other words, the 
oil burner market showed a healthy 
increase in business over the year 
previous. 

Of the oil burners sold last year, 
by far the largest proportion were of 
the conversion type—207,708 which 
retailed at an average price of 257; 


cutting of the cut-rate drug and de- 
partment store business, so prevalent 
in 1938, when “electric shavers” hit 
absurd price lows of 97 cents, has 
largely gone by the board. Customers 
who paid a dollar or two for a piece 
of assembled junk realized, after the 
gadget went phut, that they had only 
themselves to blame. Indications are 
that many bought reputable shavers; 
many more got out the old Gilette 
again and remain to be sold. Here is 
a big potential market and one which 
must be carefully cultivated—the man 
who thinks he has already tried a dry 
shaver and couldn’t make it go. 

Dry shaver distribution has shown 
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next came boiler-burner units with 
18,613 installations at an average 
price of 507; finally, there were the 
direct-fired air conditioning units 
which sold 15,321 units at an average 
price of $519. 

There is little doubt that the price 
decline in oil burners, both conversion 
and boiler-burner units was too steep 
for healthy expansion and intensive 
direct selling effort. Stiff competition 
among oil burner dealers—which in- 
cludes many electrical specialty deal- 
ers—saw price concessions given 
which cut heavily into the dealer’s net 
profit. There are many instances un- 
folded where competing dealers bid- 
ding on a hot prospect made sizeable 
cuts on their original estimates and 
gave the customer the impression that 
there was no real level of oil burner 
prices. These stories are bandied 
about from mouth to mouth and in a 
surprisingly short time an entire com- 
munity is cheerfully allowing oil 
burner dealers to cut their own throats. 

Oil burner saturation—or customer 
acceptance—is stifl surprisingly low 
all things considered. Roughly of the 
26,000,000 homes in the country, less 
than half have any form of central 
heating and, with the past year’s sales 
considered, only 13,000,000 have any 
form of central heating. Of these, 
it is estimated that 1,904,000 have 
installed automatic oil heat. The po- 
tential market, however, must be con- 
fined to urban homes in the middle 
income group and of these it is esti- 
mated there are 8,600,000. With 
nearly 2,000,000 of these already en- 
joying oil heat, there is an immediate 
potential of about 6,600,000 homes. 

The new home market is, of course, 
an important one in the oil burner 
field. With construction still lagging 
there are 500,000 new homes a year 
required to be built in the next five 
years to begin to take up‘ the slack. 
It is safe to assume that when this 
building program really gets under 
way a good proportion of them will 
be prospects for the benefits of auto- 
matic oil heat. 


a tendency to settle down, too. The 
department store, gift shop, jewelry 
store business remains fairly stable 
in those instances where there has 
been evidence of a conscientious mer- 
chandising job and the customer has 
been satisfied with his purchase. In 
1939, thanks to the efforts of two or 
three of the larger manufacturers, the 
electrical dealer was cultivated to a 
point not reached previously and, as 
a result, hundreds of new and stable 
outlets for dry shavers were created. 
The electrical dealer has always been 
jealous of his reputation and good 
will with his customer clientele due 
to the fact that much of his business 
is dependent on repeat sales. 
Estimates for 1940 business reveal 
that approximately 1,450,000 dry 
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AUTOMATIC COAL STOKERS 


Automatic coal stoker sales regis 
tered an increase in 1939 over 1938 
but the figures did not show any im. 
pressive trend towards this newer 
method of automatic heating. The 
figures show that in 1939 there were 
94,551 of the residential type coa 
stoker sold with a dollar volume oi 
$26,663,382. These are the units 
which use up to 100 pounds of coa 
per hour. In the apartment house an 
small commercial field there wer 
4,975 units sold with a dollar volume 
of $2,567,100. These models use fro 
100 to 300 pounds of coal per hour. 

In 1938, the figures show that there 
were 89,690 residential units sold wit! 
a dollar volume of $20,279,170 an 
4,328 apartment house and smal 
commercial jobs with a dollar volume 
of $2,293,840. The small commercia 
models showed a slight dropping off 
therefore, while the residential job: 
showed a slight gain. 

Insofar as the market is concerned 
the problems remain about the same 
as in the oil burner field as far as th 
potential goes. It must be remembered 
however, that in those territoried 
where cheap natural gas is availabl 
that this form of automatic heating 
will make some inroads into the total 
that in areas where coal is cheap an 


plentiful, the automatic coal stoker ij tric 
the logical answer to the householder’:§ sales 
problem. Likewise, the oil burne mod 


dealer will make out well in oon was 
where these two factors do not enter§ turn 
into the picture. age 

Considerable progress was made ir§ expl: 
product design in the past year espe-§ woul 
cially where those models which util-§ in th 
ize anthracite as well as bituminous] taket 
were concerned. A few new com-§ cline 
panies entered the business and some utilit 
of the local companies which ha¢é It 
made no bid for national markets ex-9 pres: 
panded their activities. Dealers gen-} factu 
erally looked upon their experienct§ the | 


with automatic coal stokers with satis-§ disti1 
faction and many more made plans te§ sold 
come into the field. 9 putti 
the « 
tric 
shavers will be sold and at about thej or 
same average price as prevailed it going 
1939—$15. This represents an ing... ; 
crease of a quarter million units—a ery 
figure which industry leaders seem§,. 
to believe fairly conservative. Lookijc,_.; 


for bigger and better national adver- 
tising and the appearance of theme] 
which to date has not been importantf 
—the trade-in (introduced by Schick 
in 1939) ; look for copy slanted at the§ 
man who “has tried an_ electric 
shaver”; look for a healthier situation 


motit 
natio 
throv 


q € 
due to the clearing up of the patent™),. ; 
situation which has plagued the busi... , 


ness since Col. Schick and Archie 
Andrews first parted company. And 
look for the emergence of the dry 
shaver business as a stable, healthy 


industry in the electrical field. nents 
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the total OLLOWING the pattern reported by the dealers in Nevada on 
heap an set by other appliances, elec- the territory serviced by the Sierra 
stoker is§ tric ranges showed an increase in Pacific Power Company. The deal- 
seholder’s§ sales over 1938. The increase was a_ ers in this territory sold 76.4 ranges 
1 burne’§ moderate one. Significant, however, per 1,000 domestic customers. Other 
in areas’ was the fact that the retail price Far West companies show high aver- 
not ente’§ turned up slightly, showing a $2 aver- age sales ranging from 30.6 to 67.3 
age above the preceding year. An _ per thousand customers. 
made inj explanation for the price increase A growing competitive factor is 
ear espe-} would lie in the continuing increase that of tank gas. From many parts of 
hich util-9 in the percentage of the total business the country come reports that this 
ituminous§ taken by dealers, and the slight de- tank gas operation is taking a lot of 
ew com-§ cline in the total business handled by business not only in rural territories 
and some§ utilities. but in suburban and even in city ter- 
hich ha¢ It is no secret that utilities have ritories. Estimates of the total num- 
irkets ex-} pressed continually upon the manu-_ ber of installations of tank gas for 
ilers gen-§ facturers for lower priced ranges. On range and water heater service range 
‘xperience} the other hand, the retail trade as up to extravagant levels. But the con- 
vith satis-§ distinguished from the utilities have servative estimate is that there were 
e plans to§sold electric ranges on their merits, approximately as many tank gas range 
putting the greatest sales effort on installations in the country in 1939 as 
the outstanding features of the elec- there were electric range installations. 
tric range, to justify their increasing There are contributing factors to 
9 price. this situation such as the attractive 
—— re The electric range has no easy _ proposition made to dealers for serv- 


going. Competition on the part of the 
gas interests has stiffened perceptably, 
and from all indications will continue 
to furnish powerful resistance. 
Straight electric companies are pro- 
moting electric ranges, but the combi- 
nation companies, as in the past, are 
athrowing their strength against the 
mextension of the electric range. Where 
ited at thHnis factor does not operate and has 
a electricy not operated over a period of years, 
r situation" electric range progress is rapid. 
the paten'r., instance, with some of those west- 
| the busi-@.,, companies who are doing a sin- 
ad Archiieore promotional job on ranges, the 
any. Andi. ies figures in proportion to domestic 
f the drY¥ustomers comes up within an approxi- 
le, of refrigeration accomplish- 
‘ld. nents. The best job of the year is 
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icing these installations. But the 
rapid progress of tank gas may be 
laid fundamentally to the conflict be- 
tween gas and electric companies and 
the policies of combination companies 
that hold back the promotion of elec- 
tric ranges to a point where users 
in their territories have little or no 
knowledge of what the electric range 
has to offer. 

Electric water heating, associated 
with the electric range, makes mod- 
erate progress nationally. Here 
again, however, we see the poten- 
tiality of this business in such accom- 
plishments as that of the California 
Oregon Power Company which sold 
46.3 water heaters for every thousand 
customers on its lines. 


1940 


ATTIC VENTILATING FANS 


STIMATES of sales in the 

rapidly growing attic ven- 
tilating fan business seem as difficult 
to approximate as usual. First let’s 
look at the official figures. Sixteen 
of the largest manufacturers of this 
equipment report a total of 12,702 
units with a dollar volume of $1,587,- 
750. Now in most lines of electrical 
equipment these figures might be 
taken as fairly indicative of the total 
volume. To be sure, all manufacturers 
are not represented. But in the attic 
fan business there are so many small 
local concerns turning them out that 
a true picture is hard to arrive at. 
Inasmuch as most of these small con- 
cerns make but a few apiece, how- 
ever, it is a fairly safe guess to say 
that not many more than 15,000 fans 
were installed in 1939 at an average 
price, not including installation of 
$125. 

In certain sections of the country 
where the days are hot and the nights 
are cool—notably in the southeast and 
the southwest—the attic ventilating 
fan which is known as the poor man’s 
air conditioning has taken a real and 
spectacular hold. In Houston, 
Texas, for instance, we are informed 
that there were 3,300 installations 
made in 1939. If these figures are 
correct it is not difficult to see that 
in this one city alone something like 
one-fifth of the entire country’s in- 
stallations were made. Alabama Power 
reports 350 put on the lines last year; 
Los Angeles seems to have recorded 
only two. Yet up in the north, in the 
territory of the Washington Water 
Power, we are told that 725 were sold. 
It just doesn’t seem to make sense. 

And yet there is an explanation for 
it. Attic fans enjoy little or no na- 
tional advertising. People hear about 
them by word of mouth and in com- 
munities where they have a foothold, 
the customer satisfaction with them is 
so great that the word spreads with 
uncommon swiftness. Such is the 
case in the southeastern section which, 
incidentally, has the most favorable 
atmospheric conditions for their use. 
And yet it does not require any great 
stretch of the imagination to see the 
attic fan blossoming out into a volume 
sales product in the near future. 

The fans themselves work simply 
by pulling heat out of the attic where 


it is stored by the sun during the 
heat of the day and, switched on at 
night, drawing in the cool night air 
and distributing it throughout the 
house. The effect lasts well into the 
afternoon of the succeeding day. To 
function most efficiently they should 
be enclosed in an air-tight housing, lo- 
cated over a grill cut through the 
attic floor over the upper hallway. 
When windows in the bedrooms and 
downstairs are left open, a suction 
is created which results in pleasant 
breezes and sound sleep. 

On the better type of installations, 
the cost is fairly high because of the 
amount of carpentry involved. Units 
themselves range anywhere from 


$59.50 to $175. 


UNIT ROOM COOLERS 


It might not be amiss, perhaps, to 
say that estimates of two or three 
years ago on the sale that unit room 
coolers would achieve, seem to have, 
to put it mildly, been optimistic. In 
1938, sales of both the air-cooled type 
and the water-cooled type combined 
were estimated to total 10,125 units. 
It is exceedingly doubtful that sales 
in 1939 exceeded 15,000 units judging 


from individual manufacturer’s esti- 
mates. Of these, by far the largest 


proportion fall in the air cooled clas- 
sification. 

It is difficult to see why sales of 
this equipment should be slow to at- 
tain any real volume. The products 
are handsomely styled, have automatic 
controls to vary the cooling and hu- 
midifying action and deliver, in a small 
compact form, true air conditioning 
for small rooms, offices, hotel rooms, 
etc. Sales are largely dependent on 
the severity of the hot weather, as are 
fans, and this may have as much to 
do with the picture as any one thing. 
Certainly, it is a deterrent when it is 
considered that the customer is re- 
quired to pay a fairly high minimum 
for the equipment. 

Many dealers took on a line of win- 
dow units in 1939 and, from present 
indications, there would appear to be 
a definite, if at present limited, mar- 
ket for this type of equipment in the 
year 1940. The mere fact that deal- 
ers have evinced a good deal of in- 
terest in these products is indicative of 
what should be stimulated business on 
them in the near future. 


NE of the most recent of 


electrical service appli- 
ances is the electric roaster which 
shows an increase of about 10,000 


units as compared with 1938. 
Although the year saw the first 

effort at industry promotion through 

the cooperative campaign carried on 


under the auspices of the Modern Kit- 
chen Bureau of the Edison Electric 
Institute, ‘the roaster is still a product 
that is sold mainly by word of mouth, 
and by demonstrations carried on by 
home service departments in the utili- 
ties. 
(Please turn to page 20) 
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Few electrical products have cre- 
ated such satisfaction with their use. 
Women who have bought a roaster, 
although they have standard and com- 
plete kitchen cooking facilities, are 
prone to do a larger and larger pro- 
portion of their total cooking job in 
this appliance 

This user satisfaction has been the 
greatest factor in spreading the sale 
of the roaster. However, from home 
service departments we get the slant 
that responsible 
for the not infrequent return of this 


improper selling is 


product. Retail salesmen allow their 
imaginations to run riot, and the 
purchaser as a _ consequence, has 


sometimes a disappointing first experi- 
ence. Home service departments are 
easily able to set such a purchaser 


right and steer her toward the suc- 


cessful and satisfying use of the 
roaster, but there is no doubt that a 
certain amount of control is neces- 


sary in sales and promotional work on 


this product to prevent over-state- 
LECTRIC lighting enters 


its 6lst year, with a very 
definite promise from present trends 
that 1940 will be lighting’s biggest 
year by an impressive margin. 

The “Better Light—Better Sight” 
activity swings into its seventh year 
with a rate of acceptance of the prin- 
ciples of the Science of Seeing and 
lighting devices which help put those 
principles into practice. Swinging 
upward at an increasing rate it is es- 
timated that the lighting market has 
reached only about 10% saturation— 
if we establish as the potential the 
kind of quality of light indicated as 
desirable and economical by the re- 
searches of the Science of Seeing. 


TYPE “F”’ (Fluorescent) Mazda LAMPS 

1939 
lamps 
1940 at a 
year As 
the 


sales of type “F” Mazda 
about 2,000,000 and into 
rate of over 2,500,000 a 

generally the case in 
introduction of a radically new 
type of device many problems have 
been both in manufac- 
ture and design, recommendation and 
installation \ 


encountered 


these 
have been reasonably well ironed out 
during the 


great many of 


past year. Most impor- 
tant manufacturing progress was the 
introduction of the 48 inch tubular 


lamp, rated at approximately 50 watts 


(including auxiliary). This is en- 
abling installation of higher level 
lighting to be made at much lower 
cost than the lower wattage, shorter 
length tube. The demand for the 
longer lamps—36 and 48 inch—has 


been rising rapidly. 

The type “F” lamp in colors has 
made some little progress for flood- 
lighting or architectural treatment, 
more particularly for night clubs, 
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ment and claims that 
sonably fulfilled. 

The roaster is a splendid pioneer 
device for the electric range in sec- 
tions of the country where the electric 
range is little known and its merits 
unappreciated. Fine progress has 
been made in selling the roaster in 
such natural gas strongholds as the 
South West. Here its cleanliness and 
above all its coolness in summer is 
a potent factor in sales. Utilities have 
used the roaster with special benefit 
in cultivating its sale and use in low 
income families where the sale of 
an electric range would not be justi- 
fied. 

It seems a reasonable forecast that 
with the growing appreciation on the 
part of the public on the merits of this 
device and a greater skill and judg- 
ment in promotion on the part of the 
appliance dealer and utility, that 1940 
and succeeding years should see sub- 
stantial increases in the total volume 
of roaster sales. 


are not rea- 


restaurants, and certain applications in 
theatres. 

An important advance in 1939 has 
been the development of the two-lamp 
auxiliary designed to give counter- 
balanced lighting. This is meant an 
auxiliary for two tubes, one tube run- 
ning on a lagging power factor, the 
other on a leading power factor to 
give approximately 90% power factor 
and at the same time to practically re- 
move the stroboscopic effect where 
lamps are operated singly as origi- 
nally brought out. It is estimated 
that the bulk of auxiliary sales from 
now on will be of the counterbal- 
anced type since the cost is well in 
line the customer benefits from the 
better quality of lighting as well as a 
more efficient use of his wiring sys- 
tem. 


LIGHT CONDITIONING 


\nother important movement dur- 
ing 1939 has been the marked trend 
to adaptor equipment for homes and 
small stores supplementing IES lamps 
and wall lamps and enabling the home 
owner to do a fair job of Light Con- 
ditioning his home at a _ reasonable 
cost. 

Surveys have indicated that ap- 
proximately two out of three bulbs 
in the average home are of the wrong 
size or type in order to produce even 
the minimum of quality and quantity 
for seeing. However, 
even if the right size bulbs were to 
be installed, in more than half of the 
cases, good lighting results would not 
be obtained due principally to result- 
ant glare and improper distribution of 
light. This has led to the develop- 
ment of adaptor equipment and the 
market for Light Conditioning looks 


needed easy 


REVIEW and 


something like this: 


40,000,000 single socket adaptors 


80,000,000 adaptors for multiple 
socket 
70,000,000 adaptors for bridge 


and table lamps 


80,000,000 wall lamps 


Utilities and dealers are setting up 
Light Conditioning Centers in their 
stores and combining this adaptor 
equipment with the lamp bulb counter 
—thus being able to serve most any 
customer with the majority of adaptor 


equipment needed for modernizing 
home lighting. 
Most interesting of the develop- 


ments has been that around the use 
of the Silvered Bowl lamps and the 
modernizers which go with it. In 
most areas where silvered bowl lamps 
and adaptors have been introduced, 
the public acceptance has been most 
gratifying even though the Silvered 
Bowl lamp represents an initial and 
replacement cost of around three times 
the regular lamp. As volume goes up, 
however, price reductions are indi- 
cated which should keep extending 
the market for silvered bow] lamps and 
equipment to more and more homes. 

From the standpoint of the dealer, 
the establishment of a_ properly 
equipped Light Conditioning Center 
adds attractive sales profit and a 
dealer now handling lamp bulbs alone 
can apparently more than double his 
lighting revenue with the added sales 


of adaptors and more and _ higher 
priced lamps. Experience points 
out, however, that sales of Light 


Conditioning devices are not automatic 
—a few customers take them away but 
a dealer has to learn how to sell this 
equipment if he is to make a really 


profitable adventure out of it. Esti- 
mated sales by years, show: 
1937 — 187,000 units 
1938 — 190,000 units 
1939 — 550,000 units 
IES LAMPS 
Better-Sight lamps again totaled 


about 1,500,000 for 1939. The total 
sold to date is better than 9,000,000. 
3 Light floor lamps continue to hold 
the majority of sales, while the trend 
for table lamps is to the shorter 
models—prices begin to show some 
signs of strengthening several of the 
utilities and department stores report 
sales of more expensive models, indi- 
cating a definite market for higher 
price, higher value merchandise. 


THE NEWER LIGHT SOURCES 


Projector and reflector type Mazda 
lamps are continuing to open up new 
applications for spot lighting, both in 
store and factory. For show windows, 
for counter and spot displays as weil 
as for lighting in certain factory op- 
erations. In addition the large size 


projector lamps is being used for out- 
of-doors, flood and spot lighting. There 
seems to be gradual growing market 
for all of these uses for many years 
to come. 


JANUARY, 


Mercury lamps are finding new in- 
dustrial applications and wider sales 
The larger lamps are proving efficient 
and practical in high-bay areas for 
production lighting. The new water- 
cooled type is being used in photo- 
graphic processes and is also due to 
increase its use with the increase in 
television. This “cigarette”-sized 
lamp also is fitting nicely into the 
searchlight and projection field. Laun- 
dry marking systems and special ad- 
vertising plans bid fair to extend the 
field for some of the mercury lamps 
through fluorescent novelties. 

Filament-type drying lamps are un- 
doubtedly coming in for a lot of at- 
tention during 1940. Processes and 
materials which have been under great 
study in 1939, will quite likely reach 
production proportions in 1940. Now 
that the technique is more thoroughly 
understood and the drying lamp is to 
be available in a number of sizes, 1940 
should see many manufacturers adopt- 
ing this new manufacturing tool. Al- 
ready production units are in service 
using 400 to 500 lamps per tunnel. 
As manufacturers become better ac- 
quainted with the savings in time and 
shrinkage these lamps make possible 
the use of drying lamps will spread 
rapidly. 

Photographic lamps are entering a 
new cycle of development. 

The trend seems to be toward 
smaller lamps . . . toward synchron- 
ized flash in color .. . toward flash 
indoors or out, day or night. . . to- 


ward multiple flash... all this for} 


the professional and press photog- 
rapher. 

The amateur trend is just as strik- 
ing. It stands today where press 
photography was ten years ago. 


Film speeds have stepped up so re-/ 


markably of late, that any camera can 
make snapshots indoors with a few 
photoflood lamps. If they get much 
higher in speed, photoflood lamps 
may be as common in many homes as 
are good cameras .. . particularly in 
those homes where movies are made. 


PROMOTION FOR 1940 


Lighting continues to be number] 


one promotion among utilities who are 
looking to lighting to not only produce 
its share of additional kilowatt-hours 
but of equal importance to produce 
gross and net, particularly where rate 
reductions are involved. Their pro- 
motion in the residential field will in- 
clude that behind IES lamps, wall 
lamps, adaptors and the recommenda- 
tion and sale of the right wattage and 
type of bulbs. Cooperative lamp cam- 
paigns with dealers will continue an 
the indications are that the number 
home lighting advisers and home serv- 
ice advisers, who devote part of their 
time to home lighting, will be in- 
creased somewhat during 1940. 
Commercial and industrial lighting 
should be up considerably over 193% 
and 1939, particularly if the industry 
continues at its present rate. 
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ACUUM cleaners, both hand 
and floor type made a slight 
increase in 1939 over 1938. Retail 
value also shows little change. Clean- 
ers are probably the best example of 
the high saturation and wide public 
acceptance giving a fairly predictable 
year-by-year market. 
The cleaner differs from other 
major appliances, however, in that 
prices have been kept up, providing 
ample margin for the type of selling 
necessary. A large part of the vacuum 
cleaner business is done by the manu- 
facturer selling direct to the public or 
through resale operations. Dealers 
Shave shown increasing interest in the 
vacuum cleaner in the past few years, 
and distribution through dealers as 
distinguished from direct to the con- 
sumer is evidently growing, *dealers 
realizing that there are attractive 
margins in vacuum cleaners that will 
pay for a fairly expensive sales oper- 
ation and leave him a profit. 


1929 1930 1931 1932 1933 1934 1935 1936 1937 1938 1939 


This interest of dealers in vacuum 
cleaners is a revival. There was a 
time when the vacuum cleaner was 
second in importance in the dealer’s 
business only to the washing machine. 
This was a time, also, when manu- 
facturers were interested in promoting 
dealer distribution. Although today 
dealers have such other major appli- 
ances as refrigerators and ranges, the 
vacuum cleaner should be no less im- 
portant a factor in their business. 

Instead of turning to outside lines 
for the additional profit which the 
dealers require, we are hoping to see 
tendency of the dealer to return to one 
of his early reliances—the cleaner. 

A present tendency which has 
gathered strength in this past year is 
the trend toward cylinder or tank type 
cleaners. This type of cleaner has 
established itself firmly in the market 
and an increasing number of manu- 
facturers are bringing out a cylinder 
cleaner as a part of their line. 
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HE dishwasher has lagged far 

behind other major appliances 
in popular favor. Over a period of 
twenty years dishwashers of various 
types and kinds have been manufac- 
tured. Saturation has not gone far 
beyond the 100,000 mark. It is sig- 
nificant, however, that while the users 
of the electric dishwasher are few, 
they are enthusiastic. It seems that 
this product, particularly, requires 
familiarity, and that once the cus- 
tomer actually uses the dishwasher it 
becomes one of the most prized of all 
electrical appliances. 

Public acceptance for the dish- 
washer is being stimulated by the 
present types where the dishwasher is 
a part of the sink. This modern sink 
may also include a garbage disposer. 
Electricity then provides a solution 
for two of the oldest and most dis- 
agreeable of all household tasks— 
washing the dishes and getting rid of 
the garbage. 


If the public were logical in their 
buying, and knew what was good for 
them, they would be crowding appli- 
ance stores with money in their hands 
to acquire this most useful servant. 
But because nobody has yet seen the 
spectacle of customers crowding into 
stores to buy dishwashers and dis- 
posalls, there remains the job of edu- 
cating the public and selling them on 
these products. Here is truly an op- 
portunity to cash in on the millions of 
purchasers of other appliances—the 
refrigerator and home laundry de- 
vices particularly. It is safe to say 
that there are few dealers who have 
not prospects for an electric sink sale 
among their own customers. Dealers 
who are looking for new appliances 
with worth while dollar margins are 
certainly overlooking a profit oppor- 
tunity when they fail to make some 
reasonable effort to go back to their 
old and good customers and endeavor 
to interest them in the electric sink. 


NDER this head we are con- 

sidering all of that group of 
small motor driven devices and heat- 
ing devices that includes mixers, table 
cooking, electric irons, coffee makers, 
heating padsand small bowl and space 
heaters, 

The manufacturers of these prod- 
ucts very properly contend that in the 
general competition for retail atten- 
tion they do not receive important 
billing. Because the unit of sale is 
small, the retailer, and wholesaler for 
that matter, is inclined to overlook 
the aggregate importance of this class 
of products. 

1939 was a good year for these ap- 
pliances. The aggregate as shown on 
the sales report published in this issue 
of ELECTRICAL MERCHANDIS- 
ING totals over $75,000,000. This 
total places the housewares product, 
third in the electrical appliance classi- 
fication. The aggregate dollar value 
being exceeded only by refrigerators 
and washing machines. 

Because the unit value is lower than 
that of major appliances, many dealers 
of the specialty appliance type ignore 
the display and sale of these products. 
They are making a mistake just as 
the utilities for the past few years 
who have relaxed or dropped the pro- 
motion of these products, are over- 
looking the fact that the iron, the 
toaster and the mixer are still pioneers 
and friend makers for larger appliances. 


One of the smartest suggestions of 
the year is made by Harold Donley 
of the Westinghouse Company. Like 
all bright ideas, it was one of these 
simple and logical and long over- 
looked things. Mr. Donley, like all 
the rest of us has observed that win- 
dow displays devoted to refrigerators, 
washers and ranges have a lot of blank 
space that might well be utilized for 
small appliance display. If in windows 
devoted to major devices a careful 
selection, well arranged, of related 
housewares should be included the 
interest of the window would be in- 
creased and its productive value mul- 
tiplied. 

Certainly in a display of washing 
machines and ironers electric irons 
would be appropriate and undoubtedly 
produce some interesting “plus” busi- 
ness. The same thing goes with 
ranges . . . table cooking of all types, 
percolators, toasters, waffle irons, fit 
into the display of ranges and are 
associated in the consumers mind. The 
mixer is equally appropriate with re- 
frigerator displays, because mixers are 
employed in the preparation of hot 
and cold foods that go in or come out 
of the refrigerator. 

The whole point that we are trying 
to bring up here is that there is an 
extremely large and widely distributed 
business in electrical housewares that 
can be shared by every type of retailer 
in this business. 
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H. L. Andrews, vice president in charge of appliances 
operations for G-E, with J. P. Rainbault, manager, 
electric clock section. 


Cliff Stuart, manager, G-E Home Bureau, John 
Coolidge, son of the former president, and George 
Chapman, assistant manager of G-E appliances. 


Rex Cole, New York distributor for Genera! Electric 
with Sid Caswell, G-E Detroit distributor at the pre- 
view of 1940 products. 


Chester H. Lang, left, General Electric advertising 
manager, goes over the copy display at the conven- 
tion with Cliff Stuart of the G-E Home Bureau. 


Ear! Poorman, G-E manager for New York with E. H. 
Campbell of Rex Cole, Inc., and Chester Lang, ad- 
vertising manager for General Electric. 


Speakers at the dinner: C. E. Anderson, auditor; W. S. Clark, manager, Bridgeport 
works; Carl M. Snyder, assistant manager in charge of sales; C. E. Wilson, General 
Electric president; H. L. Andrews, vice president in charge of appliance operations; 
G. J. Chapman, assistant manager, appliance division and Car! Brown, New Orleans 
district manager. 


A television demonstration focussed interest of the 
distributors at the annual G-E convention held in 
Bridgeport. 


tor w 


The story of the General Electric kitchen and appli- 


L C T R I C 
Meets at 


Bridgeport 


Distributors Preview 1940 
Appliances at Annual Convention 


J. R. "Jack" Poteat, right, manager of the electric 
range section of Genera! Electric demonstrates the 
Calrod unit to an interested distributor. 


Milton Sands, G-E district manager in Philadelphia, "Mrs. Twinkle’ and “Mrs. Wrinkle” W. Stewart Clark, manager of the 
looks over the garbage disposal with Morris Cohn, relate the electrical way of living at Bridgeport works of General Electric 
sanitary engineer of Schenectady, N. Y. the General Electric convention. with Charles E. Wilson, president. 
John Wicht, manager of the home laundry equip- H. H. "'Kelly"’ Courtright of the Val- “Art Scaife, assistant advertising 
ment division for General Electric with J. W. Mciver ley Electrical Supply, Fresno, Cal., manager of G-E appliances, took in 
of Maxon, Inc. tells a story to "Mike" Sweeney, right. the whole show. 
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Whitney, left, and W. W. Evans of 
nn Distributing Company, first Norge 
tor west of the Mississippi. 


Howard E. Blood, Norge president, (center) 
chats with H. Montague (left) and Dave 
Trilling of the Philadelphia distributing team 
of Trilling & Montague. 


James Sterling, merchandising manager, and 
and M. G. O'Harra, vice president in charge 


of sales of Norge talk things over during 
the convention. 


E. G. Turner, G. D. Paxson and S. K. Salts- 
man of the Turner Department store Sprimg- 
field, Mo., pose with H. H. Whittingham 


(2nd left) of Norge. 


ORGE 


Roth and J. F. Mehr of the new 
distributing outlet in Milwaukee— 
ppliance Distributors, Inc., pose with 
al Rollator. 
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arren, left, of Warren-Norge, New 
stributors with Ed Froelich, Norge 
| manager for the area. 


Ed Robb, left, of Seiler, Wolfe, Associates 
wth Bob Watson and Jack Jenkins of the 
San Francisco and Los Angeles offices of 
Leo J. Meyberg Co., Inc., respectively. 


G. N. Tobias, left, of the Radio Distributing 
Co., Detroit, Mich., with E. Kanker of the 
Norge Company. 


Annual convention in Detroit sees 


introduction of 1940 appliance lines. 


Left to right: Raymond Beeson, Rudy 
Harris, Squire Williams, Carter Watkins, 
Hank Wyly, George Fulenwider and C. E. 
Beeson of Southern Bearing & Parts Co., 
Charlotte, N. C. 


Left to right: L. T. Glidden, L. C. Hills, 
F. C. Alkinson, C. E. Bolton, D. G. Van 
Osdal all of the Gibson Company, Indian- 
apolis, Ind. 


Left to right: C. Schwartz, Clifford Curtis 
and Paul Sacher all of W. Bergman Co., 
Inc., Buffalo, N. Y. 


i 


Hugh Walters of Norge, left, looks over 
the new washer with Ben Oppenheim of 
B&O Radio Company, Newark, N. J. at the 
annual Norge convention. 


Left to right: B. Greenhouse, Sampson Elec. 
Co., Chicago Norge distributors; Ed Kanker, 
Norge sales; P. Sampson, J. Rosenthal! and 
M. Levy, all of Sampson. 


Jack Tenny of Norge (center) poses with 
Ronald Ries, left, and Carl Rahn of the 
Midland Implement Co., Billings, Montana. 
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PHILADELPHIA... Sells 


60,000 Refrigerators 


584,000 domestic electric customers bought 
$25,000,000 worth of appliances in 
‘39: upped kilowatt-hour use to 1,025 


PPROXIMATELY 800  electri- Sales of major appliances by dealers 
cal appliance retailers serving and the Philadelphia Electric Com- 
the territory of the Philadelphia Elec- pany for the years 1938 and 1939 are 


tric Company 


Chester, 


$25,000,000 


and the 
Philadelphia. 


account for more than 90 per cent of 


the business 


The power company increased their 


number 


000 in 1939 


average r¢ 


from 959 kw.-hrs 


1939. 


which 


Electrical 


includes 


f domestic electric customers 
from 575,091 in the year 1938 to 584,- 
ind upped their annual 
sidential kilowatt-hour use 
in 1938 to 1,025 in 


Bucks, 
Delaware, Montgomery and 
Philadelphia counties, sold a total of 
worth of electrical 
ances in 1939, according to estimates 
by the Philadelphia Electric Company 
Association 
Dealers in the territory 


appli- 


shown in the accompanying table at 
the bottom of the page. 

Some further statistics on the terri- 
tory served by Philadelphia Electric 
Company show that the population is 
2,720,386; there are 569,166 homes 
of and 640,085 families. Passenger cars 
total 444,556, homes with radios 647,- 
550 and telephones 508,249. 

It is also estimated by John A. 
Morrison, managing director of the 
Electrical Association of Philadelphia, 
that the effective 1939 buying income 
of the territory served, after fixed 
charges such as rent, taxes, etc. had 
been taken out, amounted to $1,652,- 
875,000. 


MAJOR APPLIANCE SALES—PHILADELPHIA ELECTRIC TERRITORY 


Ranges... 
Water Heaters 
Refrigerators 
Washers... 
lroners.. .. 
Cleaners... 
Radio Sets 
Air Heaters 
1.E.S. Lamps 


* Not available. 
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Company 
2,956 
2,790 
8,091 
2 ,681 

490 
1,097 
2, 773 


Figures do not include trade-ins. 


1939 1938 
Dealers Total Company Dealers Total 
2,390 5,346 5,133 2,719 7,852 
981 3,771 4,635 602 5,237 
52,800 60,891 4,044 37,168 41,212 
875 
2,586 
* 


WASHINGTON, D.c.... Shows 
Impressive Sales Increase 


167,500 domestic customers bought $9,371,959 
worth of appliances in ‘39; Electric 
Institute maintains promotional pace 


HE 151 dealers in the territory 

served by the Potomac Electric 
Power Company, Washington, D. C. 
sold a total of $9,371,959 worth of 
electrical appliances during 1939, 
according to estimates of J. S. Bart- 
lett, managing director of the Electric 
Institute in Washington. 

The power company has on its lines 
167,500 domestic electric customers, 
an increase over the 1938 figure of 
161,968. Average annual _ kilowatt- 
hour consumption jumped from 1,143 
in 1938 to 1,193 in 1939. Customers 
bought an average of $55.80 in elec- 
trical appliances during the year. 

The power company, since the 
formation of the Electric Institute 
has done no merchandising and all 
sales go through dealers. Figures on 
dealer appliance sales for the year are 
shown on an accompanying table 
together with estimated sales expected 
to be made in 1940. 

On the 10,000 square feet of floor 
space included in the Institute’s offices 
and display floors, a complete array of 
practically all electrical appliances 


for the home is continually main- 
tained. Approximately 5,000 prospects 
have been brought ta the point of 
purchasing, during interviews on the 
display floors in 1939, and have in- 
dicated 


their decision to purchase 


JANUARY, 


CUSHING PHOTO 


Di 
activ 
17 d 
on | 
were 
Fc 
stitut 
porte 
has | 
bers 
trade 
approximately $700,000.00 in electrical place 
equipment. ators 
did 
° the r 
Laundry Equipment ald 
The laundry promotion was pointed the t 
at stimulating ironer sales through of tl 
an attempt to increase salesmen’s™ [nsti 
compensation to the point where a‘gjjand 
least two demonstrations could begof h 
made in the home on each ironer sold.™a 10 
Each ironer demonstrated twice ing boxe 
the home of a prospect, qualified thejjand — 
salesman for one chance on the Jeops 
stitute’s pullboard; one additional pull tailer 
was awarded for each sale completedjM ance: 
the pulls varying from $1.00 to $2.009§ cases 
Each salesman, therefore, on every 4mot 
ironer sale which had been preceded can 1 
Tl 
MAJOR APPLIANCE SALES— 
POTOMAC ELECTRIC POWER rey 
TERRITORY = 
19408. 
1939 1938 (quotes 
Dealers Dealers Deal ld 
Ranges....... 2,358 2,110 iter 
Water Heaters 387 247 frige 
Refrigerators... 16,068 15,772 how 
Washers... ... ,455 6,310 TI 
1,007 1,123 
Cleaners...... 7,242 7,057 cam] 
Radio 52,048 36.50 ..... prize 
camy 
7,508 | 
Burners 4,347 3,956 
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panies and others. 


accurate figures on the area. 
issue is as follows: 


Birmingham, Ala. 
Buffalo, New York 
Burbank, Cal. 
California~-Oregon 
Cleveland, O. 
Connecticut 
Denver, Col. 
Eastern Oregon 
El Paso, Texas 
Idaho 

Kansas City, Mo. 
Los Angeles, Cal. 


ADDITIONAL LOCAL MARKET STUDIES 


ram possible ELECTRICAL MERCHANDISING has endeavored to 
bring together market data studies and figures on the past year's appliance 
business, from a large number of geographic territories in the United States. In 
this issue, the largest number yet presented are included for which we have to 
thank managers of local electrical leagues, commercial executives of power com- 
There are important gaps in the job, we realize, but they 
exist because in spite of our best efforts, we have not been able to get any 
The complete list of territories included in this 


Aberdeen and Central Wash. Louisville, Ky. Pueblo, Col. 
Alabama Minneapolis, Minn. Reading, Pa. 
Alameda, Cal. Minnesota Reno, Nevada 
Augusta, Maine Montana San Diego, Cal. 


Mountain States 
New Orleans, La. 
Oklahoma 

Omaha, Neb. 
Oregon-Washington 
Pennsylvania (w'tern) 
Philadelphia, Pa. 
Phoenix, Ariz. 
Pasadena, Cal. 
Portland, Ore. 
Poughkeepsie, N. Y. 
Puget Sound 


San Francisco, Cal. 
Santa Cruz, Cal. 
Seattle, Wash. 
Spokane, Wash. 
St. Louis, Mo. 
South California 
Tacoma, Wash. 
Tucson, Ariz. 
Utah 

Vancouver, B. C. 
Victoria, B. C. 
Washington, D. C. 


by two demonstrations, was awarded 
on an average of $3.00. 

During the eight weeks of the 
activity, 76 sales were reported by 
17 different dealers, and 132 chances 
on the pullboard, totaling $198.00, 
were awarded to salesmen. 


Refrigeration Campaign 


For the past three years the In- 
stitute, realizing the increasing im- 
portance of the replacement market, 
has participated with its retail mem- 
bers to the extent of one-half of any 


® trade-in allowance offered on the re- 


placement of old mechanical refriger- 
ators, where that trade-in allowance 
did not exceed 10% of the price of 
the new box sold. While probably the 
majority of trade-in allowances in 
the territory exceed 10% of the price 
of the new box, participation by the 
Institute has been a stabilizing factor 
and has provided a sufficient amount 
of help to retailers, so that at least 
a 10% allowance could be offered on 
boxes which are practically worn out 
and which should be replaced without 
jeopardizing the gross profit of the re- 
tailer. On boxes where larger allow- 
ances were made, the retailer, in most 
cases, can sell the used box for an 
amount sufficient to cover his costs, or 
can recondition it and sell it at a profit. 
The refrigerator campaign of 1939 
was pointed directly at the replace- 
ment market. Salesmen were provided 
with “battery operated refrigerator 
lights” as door openers; these lights 
to be offered on trial to those having 
Id mechanical refrigerators without 
interior lights. The use of these re- 
frigerator lights by salesmen was, 
however, somewhat disappointing. 
The main feature of the refrigerator 
campaign was the award of salesmen’s 
prizes on 1939 boxes sold during the 
campaign. With a quota of 1600-1939 
boxes, a total of 2289-1939 boxes and 


1064-1938 boxes were sold. This 
68.2% of 1939 boxes sold this year 
compares with 35% of current model 
boxes sold during last year’s cam- 
paign. 

Salesmen collected a total of $2,- 
212.00 in prize awards and crew su- 
pervisors were awarded $312.00. These 
prizes were distributed among 192 
salesmen of 49 retailers who took 
part in the campaign. 

A survey based on 4,880 inter- 
views, and made during August and 
September, showed conclusively that 
the market for refrigerators in Wash- 
ington was all but completely a re- 
placement market. While homes of 
the exceedingly low income bracket 
were not included in the survey, re- 
sults indicated that 94.1% of those 
homes which could normally be ex- 
pected to purchase refrigeration, were 
now equipped with electric or gas 
refrigerators. 

In making the survey, 541 leads 
for new refrigerators were developed 
and referred to salesmen of retail 
members. Of these leads, only 243 
were reported by salesmen to have 
been contacted, and of the contacts, 
50% indicated that the leads were 
“poor prospects”. Only three com- 
pleted sales were reported out of these 
leads, in spite of the fact that sales- 
men’s bonuses of $5.00 per sale, had 
been provided for sales resulting from 
these leads. 

While the results of sales from 
these leads was very discouraging, 
data secured was of tremendous value 
in planning for the programs pointed 
at this market. The interviewer, on 
each call made, registered as a part of 
her interview, the statement “electric 
refrigerators cost half as much to 
operate as any other type”. They also 
left a personal card with this message 
at each home interviewed and at each 
of 4,000 other homes where a per- 
sonal contact was impossible. 
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Apparently as a result of high 
saturation, retail sales in the territory 
on electric refrigerators were 20% 
off from 1938 figures; increased sales 
to new residences and apartment 
houses, however, raised the total sales 
in the territory to 1.9% ahead of 


1938. 


Electric Range Promotion 


The two range campaigns carried 
on in the territory during the year 
featured “30-days free trial of Flame- 
less cooking” or “$15.00 allowance 
for your old stove’. During these 
two campaigns, approximately 600 
ranges were sold through retail mem- 
bers. 

A promotional allowance of $5.00 
per range sold is offered through the 
Institute to its members on ranges 
sold throughout the year. This allow- 
ance is supplemented by an additional 


$7.50 per range sold during the cam- 
paign, as partial payment of the $15.00 
trade-in allowance for old stoves. 


REPLACEMENT SALES AND SATU- 
RATION—WASHINGTON, D. C. 


Estimated 
proportion 
of 
replace- Estimated 
ments saturation 
%] 
les) *12/31/39 
5.9% 10.7% 
Water Heaters... .. 0 
Refrigerators....... 17.3 80.8 
25% 55.7 
lroners 0 8.4 
0% 58% 
Radio Sets...... . 80% 100% 
Air Heaters....... 
Oil Burners........ 2% 19.0% 


*Based on 167,700 domestic meters 
which includes approximately 60,000 meters 
in apartment houses. 


SS 
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LOUISVILLE, KY.... Shows 
Appliance Sales Gains 


86,800 domestic customers bought 7,550 refrig- 


erators in ‘39 and upped average kilo- 
watt hour use to 845 kw.-hrs. annually 


HE Louisville Gas & Electric 

Company in Louisville, Ky., has 
done little merchandising since 1938. 
There are 86,800 domestic customers 
on their lines as compared with 83,537 
a year ago and the average annual 
consumption per domestic customer is 
845 kw.-hrs. per year as against 822 
in 1938. 

Sales of major appliances showed an 
increase in 1939. Figures for the en- 
tire amount of business done in the 
community are not available but deal- 
ers sold 7,550 refrigerators in 1939 as 
against 6,211 in 1938 and this despite 
a saturation point of 65 per cent. 

Department stores were estimated to 
have taken the major part of this busi- 
ness, with chain stores second and 


electrical dealers third. Hardware 
stores and furniture stores came next 
in the order named. Major competing 
fuel in the territory is mixed gas. 

Approximately 500 IES lamps were 
sold in a dealer campaign in 1939 and 
55,000 Mazda lamps in a company 
house-to-house campaign. On specific 
appliances, the record shows that there 
were 109 ranges sold as against 128 
in 1938; 63 water heaters as against 
48 in 1938; and 552 ironing machines 
as against 460 in 1938. Ranges enjoy 
a saturation of 17 per cent (2,000) 
with water heaters at 54 per cent. 

Air conditioning installations to- 
talled 63 commercial, 15 industrial and 
16 domestic during 1939. 


(Continued on page 32) 
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Finest troner Line 
Speed Queen ever 
built. Four, 26” roll 
models. Cabinet and 
open type. Two, 2- 
speed models. Also 
48” SUPER. 


American 
Furaiture 
Mert 
Chicago 
Spece 530 


— 


‘DEALERS SAID: 
"Retain Feature 


swers are taken from a re: 
questionnaire sent out to S$; 
Queen dealers: 


Do think the basic fec 


the Bow!-Sha Tub, D 
Walls, Steel Chassis Con: 
tien and Arc-cucte 

6 Transmission are suffici 
outstanding as sales fec 
thet they should not 
changed? 


93% seid “YES” 7% said 


Or de you think a more 
ventional design with 
styling would sell just as 


3% seid “YES” 97% said 


Would you prefer a sq 
ever Speed Queen's 
Shaped Tub? 


2% seid “YES" 


98% said 


A larger washer .... a betterlooking washer ....a bigger value washer— 
that’s Spec Queen for 1940, Every model heads the parade in its own 
price class. Every unit is styled up to the minute, Every number offers the 
dealer new sales appeal—the consumer new pride and satisfaction of own- 
ership. New automatic features on the Model 800 make it a matchless value 
in the top quality field. The 400, with its new wringer, holds the same com- 
manding position in the low-end price bracket, The popular-priced Model 
600 is truly qualified to be called the greatest all-around value ever 
offered the American public! No washer, Speed Queen or otherwise. 
»® ever packed so much style and quality into one machine at the priee 
1” Roll ig SO itwill sell. The entire line represents a powerhouse of never-before- 
© equalled consumer value. Here, then, is your money-making and 
good-will-building line for 1940! Write for details. 


BARLOW & SEELIG MFG. CO., RIPON, WISCONSIN 


New Portable trenette with 21” 
Rell. .. . Thermeste? Contre! 
« « Awtemetic Feet “Press” 
Control. Seth ends of roll 
epen. Alse evalicble 
with 18° roll as 


Re. 


The following questions and | 


of Speed Queen design suf 


4\, 

| ~ 

af A Hotel Steven 


cked By These 4 
IME-PROVEN 
ATURES 


BOWL- 
SHAPED 
TUB 


for fast 
washing 


CHASSIS 
for strength = | 
and long life | 
ARC-CUATE 4 
for trouble- | ) 
free operation 
SUPER-DUTY NEW | 
_SAFETY-ROLL ‘songs | 
: 
» with 
wringing AUTOMATIC TIMER 
 @fficiency q 
and 
60 THERMOMETER 


ELECTRIC MODELS 


GAS MODELS 


ign suc 4 
PUSH be RELEASE \ | 
sq 
| 
water hot | | | 
| 
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WESTERN PENNSYLVANIA... Re{rig- 
erators, Washers Gain 


199,000 domestic customers of the West Penn Power Com- 


pany bought $6,575,000 worth of appliances in 1939 


HE 600 dealers serving the ter- 

ritory of the West Penn Power 
Company did a total of $6,575,000 
worth of appliance business in 1939— 
an average of $33 to each of the 199,- 
000 domestic customers on the power 
company’s lines. All major appliances 
showed substantial sales increases over 
the same period in 1938, refrigerators 
and washing machines leading the 
parade with gains of 2,617 and 3,500 
respectively. 

Average annual consumption for the 
company’s residence customers jumped 
from 911 kw.hrs. to 941. 

Specialty electrical dealers did the 
major share of the business, according 
to company officials with chain stores, 
hardware stores, furniture stores, de- 
partment stores and others following 
in that order. A 
group of West 
dealers in training sales organizations, 
works with the distributors 
and develops special campaign activi- 
ties. The general character of the ter- 
ritory is industrial with emphasis on 
coal, steel and glass. Natural gas is 
the principal competitive fuel in the 
territory. 


dealer 
Penn 


promotion 


Power assists 


closely 


ESTIMATED REPLACEMENT AND 
SATURATION—WEST PENN 


POWER 
Estimated 
replace- Estimated 
ments saturation 
(1939 % 
sales) 12/31/39 
9% 6.6% 
Water Heaters... .. 2.5 66 
Refrigerators....... 22.0 53.0 
87.0 
lroners........ 5.0 
Cleaners....... 
Radio Sets...... 98.0 
1.E.S. Lamps....... 21.0 


ESTIMATED 1940 SALES OF 
MAJOR APPLIANCES— 


WEST PENN 
Company Dealers 
None 2,900 
Water Heaters. .... 500 
Refrigerators. . 15 ,000 
Washers. . . 17,000 
lroners 1,600 
1.E.S. Lamps 16 ,000 


COMPARISON OF MAJOR APPLIANCE SALES FOR 1939 AND 1938— 
WEST PENN POWER 


Company 
Ranges None 
Water Heaters 
Refrigerators............ 
Washers....... 
lroners........ 


These figures do not include trade-ins. 
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1939 1938 

Dealers Company Dealers 
2,275 None 1,918 

300 233 

14,100 11 ,483 
16,500 13 ,008 
1,500 = 1,489 

6,275 2s 5,297 

29 ,680 25,705 
16,250 11,549 


In its domestic lighting program, 
the West Penn Power Company con- 
tinued the active promotion of IES 
lamps, and for the first time intro- 
duced a dealer activity on Pin-to-Wall 
lamps and an Empty Socket Cam- 
paign. The same general type of ac- 
tivity is contemplated for 1940 with 
the addition of an activity on Light 


Conditioning equipment. In 1939, an 
estimated 16,250 IES lamps are sold 
by dealers, 11,750 Pin-to-Wall lamps 
and 22,000 portables. Quotas for 1940 
have been set at about the same 
figures. 

In air conditioning, 75 attic venti- 
lating fans were sold, 22 evaporative 
coolers and the remainder commercial. 


Maintain 38 


105,135 domestic customers of the Metropolitan Edison 
Company increased kilowatt-hour use to 818 


ANGES, water heaters and re- 
frigerators showed sharp sales 
increases in the territory served by 
the Metropolitan Edison Company of 
Reading, Pa., according to E. J. 
Ingram, new business manager of the 
company. Washers and ironers, how- 
ever, for some unaccountable reason 
considering the national up-turn, 
showed rather severe declines in this 
area. 

The company serves 105,135  resi- 
dential electric customers—an increase 
over the 1938 figure of 10,182. Aver- 
age annual consumption also showed 
an increase from 779 kw.-hrs. to 818 
kw.-hrs. 

Of the 225 dealers in the territory, 
electrical specialty dealers rank first 
in sales of appliances followed in 
order by department stores, furniture 
stores, mail order houses, and hard- 


GALLOWAY 


EASTERN PENNSYLVANIA... 


Gains | 

tate 
ales 
lomes 
938 1 
Iso 1 
annua 
omer 
1.440 
In ¢ 


1940 EXPECTED APPLIANCE SALES | 
—READING, PA. 


Company Dealers Total 
Ranges........ 450 1,500 1,950 #" 48 
Water Heaters. 250 600 850 Bales 
Refrigerators.... 500 6,500 7,000 
Washers....... 100 2,500 2,60045, 4 
lroners......... 50 200 250 


lealer 
o an 
omer 
ear. 


ware stores. The New Business De- 
partment of the power company co- 
operates with the dealers in promoting 


appliance sales, and works with the Sal 
dealers to handle the problem oijharp 
trade-ins. vith 

No home lighting program wasighe ac 


attempted in 1939 and none is con- 
templated in 1940. 

On comparative major appliance 
sales in 1938 and 1939, together wit! 
the expected sales during 1940, see 
the accompanying two tables. 

(Continued on page 37) 
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1939 1938 
Company Dealers Total Company Dealers Tote! 
et 325 1,775 2,100 115 1,385 1,500 | 
Water Heaters........... 150 600 750 85 415 500 
Refrigerators............. 400 5,800 6,200 100 5,000 5,100 
95 2,300 2,395 30 4,470 4,500 
24 116 140 15 185 200 
JANUARY, 1940—ELECTRICAL MERCHANDISING 
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was? 


HE Georgia Power Company 

which serves almost the entire 
tate of Georgia (selling power to a 
good many communities on a whole- 
ales basis) increased its number of 
lomestic customers from 167,952 in 
938 to 178,500 in 1939. The company 
lso upped its already high average 
annual consumption per domestic cus- 
omer from 1,399 kw.-hrs in 1938 to 
1 440 kw.-hrs in 1939. 

In Georgia, the power company does 
an aggressive merchandising job and 
ales of the utility for the year 
amounted to $1,650,000 as compared 
o a rough $2,000,000 for the 325 
lealers in the territory. This amounts 


CHARLES PHELPS CUSHING 


cconcia... $20 in Appliance 
Sales per Customer 


178,500 domestic customers of the Georgia Power Com- 
pany bought $3,650,000 worth of appliances in 1939 


Department stores ranked first in 
appliance sales, according to the com- 
pany with furniture stores, chain 
stores, electrical dealers and hardware 
stores following in that order. The 
territory is about 70 per cent urban 
to 30 agricultural. 


ESTIMATED REPLACEMENTS AND 
SATURATION—GEORGIA POWER 
TERRITORY 


Estimated Estimated 
replace- saturation 


ments %o 
(1939 Sales) 12/31/39 


0 an expenditure of $20.45 per cus- Ranges .......... 5% 23% 
omer for electrical appliances for the 30% 
ear, 10% 35% 
Sales of all major appliance showed 
harp increases in 1939 as compared 5 %o 
vith 1938, as shown by the figures in 15% 80% 
he accompanying table. LE.S. Lamps. . 40% 
COMPARATIVE SALES OF MAJOR APPLIANCES—GEORGIA POWER 
COMPANY TERRITORY 
1939 1938 
All Gross 
Company Dealers Total Company Dealers Total 

3,200 1,600 4,800 2,480 1,197 3,677 

ater Heaters 2,000 600 2,600 1,670 466 2,136 
efrigerators............. 5,900 12,000 16,150 3,411 10,996 14,407 

ir Heaters. . 900 


Trade-ins are included in this tabulation of sales. 
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Results of the domestic lighting pro- 
gram showed that 2,700,000 kw.-hrs. 
had been sold—an addition to the 
revenue of $76,950. Plans for 1940 
call for 3,600,000 kw.-hrs.—a revenue 
of $102,600. Here the home service 
work of Miss Fern Snyder’s girls is 
important. 

Plans for 1940 look for big in- 
creases in range, water heater and re- 
frigerator sales, both for the Georgia 
Power sales organization and for the 
dealers in the territory. Complete fig- 
ures are given in the accompanying 
table. 


ESTIMATED 1940 SALES OF 
MAJOR APPLIANCES—GEORGIA 
POWER TERRITORY 


Company Dealers Total 
(Gross) (Gross) (Gross) 


Ranges ...... 5,400 2,250 17,650 

Water Heaters. 2,970 900 3,870 

Refrigerators... 8,300 7,575 15,875 
ashers...... 


Air Heaters... 
1.E.S. Lamps... 10,000 


TENNESSEE vaLLEY... 1939 Makes 
ita Public Power Domain 


212,000 domestic customers in the TVA area now 
includes Memphis, Chattanooga, Nashville 


and Knoxville; 


ITH the sale on August 16, 

1939 of the properties of the 
Tennessee Electric Power Company, 
a subsidiary of the Commonwealth & 
Southern Corporation, to the Tennes- 
see Valley Authority, the TVA area 
became the largest public power do- 
main in the country. Prior to that, 
in June 28, 1939, the Memphis Power 
& Light Company had sold out as 
had the Knoxville Public Service 
Company on September of the year 
1938. 

What is now known as the TVA 
Public Power Area—to quote TVA 
officials—comprises some 40-odd mu- 
nicipalities, 23 cooperatives and 8 
direct operations. Municipalities by 
states comprise the following: 


Mississippi: Aberdeen, Amory, Holly 
Springs, Macon, New Albany, Oko- 
lona, Starkville, Water Valley. 


‘39 sales reported here 


Tennessee: Athens, Bolivar, Browns- 
ville, Carroll Co., Chattanooga, 
Clarksville, Cleveland, Dayton, Disck- 
son, Etowah, Fayetteville, Gallatin, 
Harriman, Humboldt, Jackson, Knox- 
ville, La Follette, Lenoir City, Lewis- 
burg, Lexington, Maryville, McMinn- 
ville, Memphis, Milan, Mt. Pleasant, 


Murfreesboro, Nashville, Newbern, 
Paris, Pulaski, Ripley, Rockwood, 
Soverville, Sweetwater; Trenton, 


Weakley and Winchester. 


Alabama: Albertville, Decatur, Court- 
land, Florence, Guntersville, Hart- 
selle, Muscle Shoals, Russellville, 
Sheffield and Tuscumbia. 

These municipalities total 166,790 
residential customers ; the cooperatives 
embrace 38,533 and direct operations 
account for 5,570—a total for the ter- 
ritory as of September, 1939 of 212,- 

(Continued on page 38) 
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MONTHLY SALES MAJOR APPLIANCES—TVA PUBLIC POWER AREA 


Customers Refrig- Ranges Water Pumps Washing Ironing 
erators Heaters Machines Mach. 

85 ,663 January 424 251 56 46 399 5 
94,729 February 513 256 71 28 385 10 
100,227 March. 952 418 156 43 443 13 
102,908 April. 1,203 451 198 56 602 22 
105 ,807 May.. 1,771 730 323 75 596 13 
108 ,059 June. 1,793 678 287 66 636 17 
156,755 July..... 1,342 512 202 102 593 21 
158 ,681 August. . 2,489 511 185 124 923 43 
214,646 September. . 2,021 1,116 354 95 1,182 85 
215,000 October... 1,388 939 287 119 1,185 80 
893 customers. About 77 per cent of Light. Business for the entire year 


these are urban. should total over $7,000,000 in appli- 
ance sales. 

Comparative major appliance sales 
by months for the TVA Public Power 
Area are shown in an accompanying 
table, togther with the number of 
customers served on each month. 


Total appliance business in dollars 
for the ten-months period of 1939 was 
in the region of $5,500,000 which does 
not include the sales made by the 
former properties of Tennessee Elec- 
tric Power and Memphis Power & 


NEW ORLEANS... Lecalers and 
Utility Active 


95,500 domestic electric customers of the New 
Orleans Public Service Company bought 
$3,540,656 worth of appliances in ‘39 


N the territory served by the New 

Orleans Public Service Company 
there are 493 dealers, according to 
estimates of W. J. Amoss, general 
sales manager of the company. In 
1939, these dealers sold a total of 
$3,140,095 worth of electrical appli- 


for an additional $400,561 giving a 
total for the territory of $3,540,656. 

The power company serves a total 
of 93,528 domestic electric customers, 
an increase over the 1938 figure of 
90,226. They have an average annual 
kilowatt-hour consumption of 640 as 


ances while the New Orleans Public compared with 588 in 1938. It is 
Service sales organization accounted estimated that domestic customers 
COMPARATIVE MAJOR APPLIANCE SALES—NEW ORLEANS P. S. CO. 
1939 1938 
Company Dealers Total Company Dealers Total 
Refrigerators. . 678 5,520 6,198 746 3,943 4,689 
Washers... .. 562 5,840 6,402 623 4,930 5,553 
Other Heating Devices... 8,158 8,658 16,816 8,543 7,662 16,205 
Cleaners 244 844 264 588 852 
36,333 36,333 ....... 29,028 29,028 
1.E.S. Lamps 9,683 36,092 45,775 8,625 37,905 46,530 


These figures do not include trade-ins. 
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bought an average of $38 in appliances 
during the year. 

According to Mr. Amoss, the de- 
partment stores do the major share of 
the appliance business with furniture 
stores second, electrical specialty 
dealers third, hardware stores fourth 
and mail order houses and miscellane- 
ous outlets accounting for the re- 
mainder. The sales policy of the 
power company is based on a co- 
operative activity with the dealers. 

Gas ranges and water heaters in 
this natural gas territory are sold by 
the company and dealers. Sales of 
other electrical appliances are shown 
in the accompanying table. 

In air conditioning 130 commercial 
installations were accounted for and 
1,805 attic ventilating fans. 


ALABAMA...Ranges and | 
Water Heaters Off 


96.390 domestic electric customers of the 
Alabama Power Company bought 
$4,000,000 worth of appliances in 1939 


ANGE and water heater sales fell 

off slightly in the territory 
served by the Alabama Power Com- 
pany in 1939 as compared with 1938, 
but sales of refrigerators, washers, 
radio and I. E. S. lamps all showed 
marked increases, according to a re- 
port by J. R. Lester, merchandise sales 
director of the Alabama Power Com- 
pany. 

The company serves 96,390 residen- 
tial customers—an increase of 2,629 
over the previous year and 31,100 
rural customers—an increase of 4,832 
over 1938. Average annual consump- 
tion per customer rose from 1,382 
kw.-hrs. to 1,422. 

A total of $3,944,750 worth of elec- 
trical appliances were sold in the ter- 
ritory, according to rough estimates, 


REPLACEMENT SALES AND SATU. 
RATION—NEW ORLEANS 


Refrigerators... .... 5% 40.0 
Washers........ - 10% 35.0 
lroners oy: 0% 0.5 
30% 32.0 
Radio Sets........ 15% 95.0 
Air Heaters....... 0% 
1.E.S. Lamps...... . 30% 99 ,568 
50% on basis of families. 106.2% on 


basis of units. 


EXPECTED 1940 BUSINESS— 


NEW ORLEANS 
Refrigerators... . 715 5,600 6,315 
Washers. ...... 400 6,000 6,400 
Heating Devices 8,550 9,625 18,175 
,000 ,000 
L.E.S. Lamps.... 8,995 41,050 50,045 


** Included under heating devices. 


CUSHING PHOTOS 


the business being split into $3,319,751) 
in dealer sales and $625,000 in utility) 
sales. This represents an average ex ) 
penditure per customer of $27.30. 

Comparitive yearly sales of applifj 
ances by units were as shown in th 
accompanying table: 

Saturation as of October 1, 193 
shows ranges with 22.9 per cent 
water heaters with 9.1 per cent an 
refrigerators with 66.1 per cent. Fig 
ures on washers, ironers and othe 
appliances are not available. Of th 
refrigerators sold 25 per cent wer 
estimated to be replacement sales whilf] 
the ranges rated 10 per cent. 

There are just over 700 dealers iff 
the Alabama Power company territor 
and a rating of their importance | 


(Continued on page 44) 
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Kelvinator’s New 1940 Washers 


“The 5-Star 
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Even Hotter than our Champion 1939 
line. You know there are no finer 
features than Kelvinator’s Fin-Flex 
Agitator and Fabric-Saver Wringer 
with Pressure Pilot. Now imagine how 
these Improved 1940 Products will sell! 


T WAS A TALL ORDER for us to improve on those 

1939 Kelvinator Washers that were acknowledged 

to have as much eye appeal, to be as efficient and quiet 
as any washer on the market. 


But we did it. 


And along with this “5-Star Value” we are giving 
you the strongest selling story a dealer ever had — proof 
of faster, cleaner, safer washing action—all in a ten- 
minute demonstration any salesman can make. This 
“5-Star Program” includes newspaper advertising on 
a liberal cooperative basis .. . printed literature... 
special Point-of-Sale Displays that are new and dif- 
ferent . . . made-to-order Promotions and Traffic- 
Building plans ... New Big 4 Financing Floor Plan 
that enables you to put this entire program into 
Operation at once. 


Look at the four washers illustrated—they are truly 
5-Star Values. Check over these values and you'll 
agree . . .*Beautifully styled; finished in gleaming 
baked Permalux . . .*Fabric-Saver Wringer with the 
Pressure Pilot; safe for the user and safe for clothes 


_...*Fin-Flex Agitator that washes faster and cleaner 


than ever . . .*Silent-mesh transmission; a really 
trouble-free mechanism . . .*The Kelvinator Name; 
recognized by the public as a standard for depend- 


_ able quality merchandise. 


)Here are real values—The 5-Star Values. And 
there’s a model for every budget—each one featured 
for STEP-UP selling. 


What's more... there’s PLUS profit for you in the 


_ Kelvinator prices. There’s a full line—with every 


featute that se//s. 


Look these washers and ironers over carefully. You 
can see for yourself—that this is the line you can se// 


“The 


ar 


Value” 
Program” 


1940's BIGGEST WASHER VALUE! 


Kelvinator Washer Model 9D... . 
Beautiful . . . quiet and dependable! 
Look at these features that prove 
Kelvinator's superior quality: 


%* Fabric-Saver Wringer, balloon type 
rolls, 4 coi! springs. Pressure Pilot 
shows correct setting» for all fabrics. 
Extra safe with instant action, bar- 
type pressure release. Has full Under- 
writer's Laboratory approval. 


% New, improved Fin-Flex Agitator 
of nickel-chrome protected aluminum 
. « Cleanest-washing, gentlest type 
designed. 


Silent-mesh transmission only 
5 moving parts ... oil supply sealed- 
in... $80 quiet you can't hear it run. 


* Rigid construction, one piece base. 
White durable, baked Permalux finish. 


%* Tub is gleaming white Porcelain 
Enamel, inside and out. 10 Ib. wash- 
ing load. 


%*% Automatic timer shows recom- 
mended time for washing various 
materials. Stops machine at pre-deter- 
mined setting. 

% Large rubber wheels . . . locking- 
type Casters .. . foot-control Clutch. 


% Unexcelled value with exclusive 
features. 


MODEL 5-D—KELVINATOR QUALITY through 
and through. Bar-Spring Wringer with 
Balloon-type Rolls and Safety Release on 
both sides . . . Fin-Flex Agitator ... 7 Ib. 
washing load ... Silent-mesh Transmission 
... Tub is white Porcelain Enamel inside 
and out—white baked Permalux base. 


MODEL 7-D—FOR BETTER PERFORMANCE. 
Fabric-Saver Wringer with Pressure Pilot. 
Tub is white Porcelain inside and out—8 
pounds washing capacity. Base of white 
baked Permalux. Silent-mesh Transmission 
with only 5 moving parts sealed in oil. 
Locking-type Casters. 


MODEL 8-D—LARGER CAPACITY. 9 Ibs. wash- 
ing load. White Porcelain Tub. White 
baked Permalux base. Locking-type Cast- 
ers. Nickel-chrome protected aluminum, 
Fin-Flex Agitator. Fabric-Saver Wringer 
with Pressure Pilot. Silent-mesh Transmis- 
sion with only 5 moving parts sealed in oil, 


—at a profit—in 1940. 


| KELVINATOR IRONERS FOR 1940—A WORTHY COMPANION LINE TO GET THOSE EXTRA SALES 


MODEL 30-D. Portable table model. Finished in 
lustrous white baked Enamel. Has thermostatic 
Heat Control and pilot light signal to show when 
current is turned on. Easily operated by finger-tip 
and foot pressing Controls. Heavily padded roll 
twenty-one inches long... five inches in diameter, 
both ends open. 


MODEL 59-D. White baked Enamel finish. Equipped 
with flush-type, fold-down Utility Shelf. Selective 
knee and finger-touch Button Control of shoe 
operation. Thermostatic Heat Control. Emergency 
release Lever conveniently located on shoe. Has 
special Ruffler Plate for fancy frills. Mechanism 
operates in continuous bath of oil. 
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MODEL 69-D. All white cabinet type. Selective knee 
and finger-touch Button Control of shoe operation. 
Equipped with flush-type End Shelf. Emergency 
Release mechanism conveniently located on shoe. 
Selective thermostatic Heat Control. Has special 
Ruffler Plate on shoe for fancy frills. Mechanism 
operates in continuous bath of oil. 


MODEL 89-D. All white de luxe cabinet type. Two- 
speed motor. Selective knee and finger-touch 
Button Controls. Hardened steel, chrome plated 
shoe, with 2 thermostatic Heat Controls. Equipped 
with flush-type End Shelf. Pilot light shows when 
heat is on. Includes special Ruffler Plate for fancy 
frills. Emergency Release Lever on shoe. 
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ESTIMATED SALES OF MAJOR 
APPLIANCES FOR 1940—ALA- 
BAMA POWER TERRITORY 


AIR CONDITIONING INSTALLA- 
TIONS MADE IN 1939 


Com- Indus- 


Company Dealers Total mercial trial Home 
Ranges 2,200 2,765 4,965 Attic fans..... -.. 100 350 
Water heaters 1,100 1,085 2,185 Evaporative coolers. oe 25 10 
Dom. refrigerators 300 10,750 11,050 Involving refrigeration . “ 
Washers 1,750 2,950 but no heat........ 70 
lroners 250 250 500 Including heat...... 10 2 6 
Radio . 12,000 12,000 Other types (specify) 
Air Heaters 250 1,000 1,250 additions.......... 
1.E.S. Lamps 4,000 8,000 12,000 
the company shows the following: tomers which resulted in 21,263 jobs 
furniture stores, department stores, being installed with a combined load 
electrical dealers, mail order stores, of 8,276 kw. A Xmas lighting drive 


hardware, others. These dealers are 
organized in a state-wide association 
known the Electrical Appliance 
Dealers Association of Alabama and 
West Florida. 

During 1939, home lighting special- 
ists of the Alabama Power Company 
made 43,650 calls on domestic cus- 


as 


was expected to result in 40,000 homes 
being decorated. In 1940, a 10 per 
cent increase in the lighting sales fig- 
ures is anticipated. 

Estimates of appliance sales for 1940 
in the Alabama Power Company ter- 
ritory are shown in the table printed 
below. 


MAJOR APPLIANCE SALES—ALABAMA POWER COMPANY TERRITORY 


1939 (Gross) 
Company Dealers 
Ranges 1,200 ,850 
Water Heaters is 660 675 
Refrigerators (Dom.) . 993 10,500 
Washers... .. 800 2,500 
lroners. .. . 108 150 
Cleaners. . 250 350 
Radio Sets * 18,000 
Air Heaters 350 1,000 
1.E.S. Lamps 3,500 9,000 


Trade-in appliances included. 


1938 (Gross) 

Total Company Dealers Total 
3,050 1,526 2,125 2,651 
1,335 741 709 1,450 
11,493 1,237 8,612 9,849 
3,300 674 1,000(Est.) 1,674 
258 83 100 “ 183 
600 263 350 “ 613 
18 ,000 See 20 ,000 
1,350 489 1,000 “ 1,489 
12,500 3,178 8,000 “ 11,178 


pasapena, cat....A Dealer 
Appliance Business 


27,500 domestic customers of the municipal 


light and power department upped 
consumption to 986 kw.-hrs. in ‘39 


A open house for customers in 
the city power house, at which 


dealers made displays of their mer- 
chandise was major cooperative event 
for the year in the city of Pasadena, 
California. The city light and power 
department does no merchandising of 
its own, but keeps reports of the sale 
of the major appliances sold through 
The department 
serves 27,544 residence customers, an 


dealer channels. 
increase of 375 over last year. Aver- 
age annual kw.-hr. consumption for 
residence customers is estimated as of 
December, 1939 as 986 kw.-hr., 
against 929 in 1938. 

There are 52 dealers in town, with 
60 per cent of the appliance business 
going through the channels of the 
electrical store. Hardware stores and 


as 
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others handle about 17 per cent of the 
sales, furniture stores about 15 per 
cent, leaving 8 per cent for the de- 
partment stores. There are no mail 
order houses handling electrical equip- 
ment in this territory. Sale of ranges 
in 1939 was up 26 per cent, the total 
of dealers’ sales standing at 205, as 
against 161 for 1938. Water heaters, 
on the other hand dropped slightly, 
figures standing at 106 for 1939, 109 
for 1938. Refrigerators were also 
slightly lower—1800 in 1939, 1893 in 
1938. 


Saturation figures for Pasadena 
show that 4.5 per cent of the wired 
homes have electric ranges, 2.1% 


have water heaters, 62 per cent re- 
frigerators. Washers are in 52.4 
per cent of the homes, ironers in 6.8 


per cent. Saturation for radio is 47.8, 
for air heaters 80 per cent. 

The department employs one home 
service girl and one lighting promo- 
tion man who makes contacts. 

Business conditions during the past 


year in Pasadena were fair, but are 
expected to improve during 1940. 
Dealer sales during the coming year 
are expected to reach a figure of 300 
electric ranges, 150 water heaters and 
1500 electric refrigerators. 


BIRMINGHAM, ALA.... Dealers 
Do 97 per Cent 


68,000 residential electric customers of the Birm- 
ingham Electric Company bought $3,300,000 
worth of appliances in ‘39 from dealers 


N estimated $3,300,000 worth of 

electrical appliances were sold by 
the Birmingham Electric Company 
and cooperating dealers in 1939, ac- 
cording to Roy H. Knox, supervisor 
of sales and advertising for the com- 
pany. Dealers do 97 per cent of the 
business in the city of Birmingham, 


Ala., which is served by the company. 

A total of 68,000 residential elec- 
tric customers are on the books of 
the company as compared with 62,467 
the year previous. 
consumption increased from 820 kw.- 
hrs. to 860 and customers spent an 

(Continued on page 45) 
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COMPARATIVE MAJOR APPLIANCE SALES—BIRMINGHAM, ALA. 


t 


1939 1938 T° 
Company Dealers Total Company Dealers Total C 
167 805 972 420 406 g26 
Water Heaters. 39 70 109 53 41 94 Partly 
Refrigerators 6,826 6,826 9 5,082 5,091 
33. 3,017 3,050 94 2,257 22,3519 
Cleaners 10 1,095 1,035 180 869 1,049) 
Radio Sets... 2 18,883 18,885 73 11,860 11,933 fion o 
Air Heaters 250 ,200 1,450 200 1,018 1,218) F 
1.E.S. Lamps 2,455 8,000 10,455 2,321 7,000 9,321 


No trade-ins are included in these figures. 
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pstimated average of $50.77 on appli- 
bnces for the year. 

Sales of all major appliance showed 
tharp upturns as the figures on the 


ESTIMATED REPLACEMENTS AND 
SATURATION—BIRMINGHAM, 
ALA. TERRITORY 


ng year @ccompanying table reveal. Estimated 
> of 300 replace- Estimated 
ters and EXPECTED SALES OF MAJOR AP- (1939 
PLIANCES IN 1940—BIRMING- 3 
sales) 12/31/39 
HAM, ALA. TERRITORY Seer 5% 5.2% 
>) MEGS 200 1 ,315 1 ,515 Washers 5% 26 19, 
ater Heaters 50 267 
lroners. . . 5% 2.2% 
efrigerators oon 6,425 6,425 Cleaners % 30% 
3,250 3,250 Radio Sets........ 75% 95% 
325 325 Air Heaters....... 30% 18% 
adio 14,400 14,400 Lam 20% *100% 
n- LE.S. Lamps.... 1,800 11,000 12,800 *Based on one lamp per home. 
D0 
rs 
SOUTHERN CALIFORNIA... 
ial elec- 
ooks of Pp C 
“AVerage $35 Per Customer 
annual | 
20 kw. 433,800 domestic electric customers of the South- 
pent an 
ern California Edison Company bought 
$14,000,000 worth of appliances in ‘39 
ALA. 
; HE Southern California Edison a smaller number of customers in out- 
Tote! Company serves 433,800 domestic lying communities formerly served by 
gg6gstomers in a partly agricultural, the city were turned over to the Edison 
94 Partly industrial and partly urban terri- Company for service. Average annual 
5,091 Mory in southern California. This is kw.-hr. consumption per residence con- 
hy slightly smaller number than last sumer was up about 37 kw.-hr. this 
1,049/9°", owing to the fact that that por- year, now standing at 982 kw.-hr., as 
11,933 ion of its customers served within the compared with 945 kw.-hr. in 1938. 
1,218.0; Angeles city limits were taken There are 363 dealers in Southern 
9 321 Bye. by the Los Angeles Bureau of California Edison Company territory, 
Bower and Light. At the same time who between them did some $14,000,- 
DISINGMBLECTRICAL MERCHANDISING—JANUARY, 1940 


000 worth of business in electrical 
appliances last year. The hardware, 
jewelry and credit houses probably 
took top rank in the amount of busi- 
ness handled, with electrical dealers 
second; mail order houses came third, 
furniture stores fourth and department 
stores last. Sales averaged $35 per 
domestic customer, spent for electrical 
appliances. 

In units the total for 1939 just about 
balanced the figures for the previous 
year. 


UNIT SALES ELECTRICAL APPLI- 
ANCES—SOUTHERN CALIFORNIA 
EDISON TERRITORY DEALER AND 


COMPANY 
1939 1938 

4,836 5,120 
Water Heaters......... 1,473 1,530 
Refrigerators........... 34,510 33,052 
Radio Sets........ .. 53,350 53,384 
1.E.S. Lemps........... 15,000 17,650 

Replacement sales for electric 


ranges reached a figure of about 17 
per cent of the total, water heaters 
about 11 per cent, refrigerators 10 
per cent, washers 33 per cent, radio 
sets 50 per cent. The power company 
estimates present saturation of appli- 
ances in their territory to be 9.5 per 
cent for electric ranges, 4 per cent for 
water heaters, 60 per cent for refrig- 
erators, 55 per cent for washers 4 per 
cent for ironers and 90 per cent for 
radio sets. These figures are based 
on small periodic checks made in 
restricted areas. 

Salesmen handling electrical appli- 


ances for the home total 150, while 
10 home service girls are employed. 
The home service staff does no sell- 
ing, nor does it carry on a lighting 
promotion activity, this being in the 
hands of a separate group. 

The company helps support the 
Electrical Development League of 
Southern California, which functions 
as a promotional organization for the 
entire electrical industry of that sec- 
tion. It also carries on cooperation 
activities direct with dealers and gives 
them opportunity for full participation 
in campaigns in which the utility takes 
the lead. No changes are contem- 
plated in dealer set-up during the near 
future. 

Outstanding shows in which the 
company participated during the past 
year include the Los Angeles County 
Fair and the San Bernardino Orange 
Show Kitchen; planning service is 
furnished in this territory variously 
by the utility, through an independent 
bureau, by manufacturers and by indi- 
vidual dealers. 

An interesting development of the 
year was the sale of 1,700 evaporative 
coolers on Southern California Edison 
Company lines, 1,000 of them in 
homes, 250 in industrial plants and 
450 commercial. Other air condi- 
tioning installations include 90 of the 
refrigeration type (but without heat) 
in stores and offices, 15 of this type 
in industry and 5 in homes. Both 
refrigeration and heat were involved 
in 10 commercial, 5 industrial and 5 
home air conditioning installations 
made during 1939. Ventilating fans 

(Continued on page 46) 
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are reported from 25 homes, 10 com- 
mercial and 5 industrial plants. 

The company has pursued an active 
lighting program and reports a de- 
cided improvement in public accept- 


ance. They are planning to continue 
along the same lines. Though not 
promoting fluorescent lighting, they 


have no objection to its use, if the 


lights are corrected for power factor. 
During the past year business con- 
ditions in the territory have been im- 


and a normal advance is 
expected for 1940, with a definite 
increase in the use of industrial power 
due to the war. Quotas for company 
and dealer sales of major appliances 
have been set at a level slightly above 
that of this year. 

It is expected that 5,000 electric 


proving 


ranges will be sold, 1,600 electric 
water heaters, 35,000 refrigerators, 


25,000 washers, 3,500 ironers, 55,000 
radios and 15,000 I.E.S. lamps. 


GALLOWAY 


san pieco... Appliance 
Business Good in ‘39 


94,894 residential electric customers of the San 


Diego Consolidated Gas & Electric Company 
bought $3,000,000 worth of appliances in ‘39 


HE San Diego Consolidated Gas 
and Electric Company serves the 
city of San Diego, California and the 
surrounding predominantly agricul- 
tural territory. Total customers on 
the company’s books numbered 94,894; 
residence customers 76.957, an in- 
crease 3,831 over the 1938 figure of 
73,123; 16,500 of these residence cus- 
were 


tomers rural. The average 


annual kw.-hr. consumption for resi- 


dence customers was 967 in 1939, an 
increase 70.2 kw.-hr. for the year. 
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General business conditions in the 
territory were reported to have been 
good, and close to $3,000,000 worth of 
electrical appliances were sold. This 
represents an average expenditure of 
about $40 per home served for elec- 
trical equipment. 

Unit sales for the year show an 
increase in most items, with the ex- 
ception of ranges and water heaters. 

Two hundred dealers serve this 
territory, among which the mail order 
houses do perhaps the largest indi- 


UNIT SALES OF ELECTRICAL APPLIANCES—SAN DIEGO CONSOL. 
DATED GAS & ELECTRIC TERRITORY 


1939 1938 

Company Dealers Total Company Dealers Total 
220 330 550 280 320 600 
Water Heaters........... 230 270 500 326 249 575 
Refrigerators... ......... 400 7,600 8,000 273 7,402 7,675 
210 4,190 4,400 193 3,992 4,185 
30 670 700 66 634 70 
240 2,885 3,125 185 2,715 2,90 
200 1,800 2,000 245 1,755 2, 
4,000 no report 4,196 no report 


The power company, as its name indicates, also sells natural gas. 


vidual volume of business, with inde- 
pendent electrical stores standing next 
on the list, Furniture stores and 
department stores follow in that order 
of importance. 

The power company has a coopera- 
tive dealer program, working through 
the Bureau of Radio and Electrical 
Appliances of San Diego County. 
This organization does not officially 
attempt to handle the trade-in problem, 
but retail and wholesale committees 
within the Bureau do. A series of 
appliance promotions and shows in 
the spring and at Christmas time 


receive industry-wide support. Th: 
lamp campaign was in progress during 
December. 

The utility employs 29 salesmen i: 
the domestic field and 2 home servic: 
girls who do no selling and no lighting 
promotion work. Lighting sales ar 
in the hands of a lamp crew of 8 me: 
with a supervisor. Lighting sales ar 
definitely up for this year as compare 
with last. The company does no pri 
motion of fluorescent lighting an 
insists on power factor correction. 

Plans are not yet available for th 
year 1940. 


ALAMEDA, caL.... Bureau With- 
draws from Merchandising 


10,700 residential customers of the Bureau 


of Electricity 


average consumption to 1,023 in ‘39 


UTSTANDING event of the 
year in Alameda, California was 
the fact that the Bureau of Electricity 
has withdrawn completely from all 
branches of appliance merchandising, 
leaving this to the five local dealers. 
The city maintains a cooperative set- 
up, the salesmanager assisting in 
dealer problems as they arise. The 
Bureau follows the Modern Kitchen 
Bureau’s program, promoting sales and 
subsidizing dealer advertising up to 
$40 monthly. They maintain a dis- 
play of dealers’ floor lamps in their 
commercial office. 

It is impossible to calculate the 
amount of money spent for electrical 
appliances per home served for the 
year, as Alameda people make some of 
their purchases in the nearby cities of 
San Francisco and Oakland, but it is 
roughly estimated that the average 
home represents an investment of about 
$750 in electrical equipment. 

The Bureau has 12,081 customers 
in all, 10,703 being residence custom- 
ers. This means an increase of 282 
additional homes served, as against the 


JANUARY, 


upped kilowatt-hour 
UNIT SALES OF ELECTRIC APPL. 
ANCES—ALAMEDA, CALIFORNIA 
1939 193! 
172 263 
Water Heaters......... 24 3 
Refrigerators........... 199 19) 
131 15! 
81 10! 
Radio Sets............ 439 550 
Air Heaters........... 85 159 


Plans for 1940 are not yet available 


1938 figure of 10,421 domestic cus 
tomers. The average annual kw.-hr 
consumption per residence custome’ 
for 1939 was 1,023 kw.-hr., up 5 
kw.-hr. over the 971 kw-hr. averag: 
reported last year. Natural gas is t! 
chief competition as a cooking fue! 

Business conditions in Alameda fot 
the year were fair, but dealers have 
not yet been able to pick up the fu 
slack felt when the city went out 0! 
the merchandising field. Unit sale 
show a drop in almost every item ove’ 
the previous year. 

(Continued on page 47) 


1940—ELECTRICAL MERCHANDISING 


G 
ing 1 
about 
sales 
Elect 
territ 
tomer 
more 
cent ¢ 
avera 
per 1 
was 
creast 
year. 
A 
volun 
ances 
deale: 
cent, 
ture 
appliz 
appliz 
whole 
vacut 
incre; 
Sat 
appli 
recor 
matec 


ing f 


Range 

ater 
Refrig 
Wash 
lroner: 
Clean 

adio 
AirFk 
ES. 


ese 


LEC 


} 
| 
EL 
fr 
= 


LOCAL MARKET DATA 


Continued from page 46 


YNSOLI 


rt. he 
ss during 


esmen ir 
e servic: 
lighting 
sales ar 
of 8 me 
sales ar 
>ompare 
no pri 
‘ing an 
ction. 

e for th: 


it h- 
ing 


> APPL. 
JFORNIA 


= 


jailable 


estic 
il kw.-hr 
custome. 
up 
. averag 
gas is tl 
King fue! 
imeda fot 
lers havé 
p the fu 
nt out 0 
Jnit sale 
item ove’ 


47) 


IDISING 


et Paso... Unit 


pe business conditions in 
El] Paso, Texas were quiet dur- 
ing 1939, with business on the whole 
about 10 per cent off, and electrical 
sales followed this trend. The El Paso 
Electric Company which serves this 
territory has 21,139 residence cus- 
tomers on its books, which is 697 
more than it had in 1938. Eight per 
cent of these are rural customers. The 
average annual kw.-hr. consumption 
per residence customer during 1939 
1,120 kw.-hr, a 62 kw.-hr. in- 
crease over the record of the previous 
year. 

A rough estimate of the total sales 
volume for the year in domestic appli- 
ances business was $661,500, of which 
dealers accounted for about 66 per 
cent. This meant an average expendi- 
ture per home of $30 for electrical 
appliances. Unit sales of electrical 
appliances were slightly down on the 
whole, although washing machines, 
vacuum cleaners and lamps showed an 
increase. 

Saturation figures for the major 
appliances are obtained by actual 
record, and other appliances are esti- 
mated through experience in the sell- 
ing field. 


was 


GALIOWAY 


Sales 


Down Slightly 


21,139 domestic customers of the El Paso Electric 
Company bought $661,500 worth of appli- 
ances in ‘39—$30 per customer average 


SATURATION AND REPLACE- 
MENT SALES—EL PASO 


Estimated 
percentage 
replace- Estimated 
ment Saturation 
sales— 1939— 
1939 Per Cent 
Water Heaters... .. 0.5 11.7 
Refrigerators....... 7.5 63.5 
Washers.......... 20. 
3. 60. 
Radio Sets........ 20. 96. 
Air Heaters....... 5. 20. 
1.E.S. Lamps....... 5. 40. 


Thirty-six dealers serve this terri- 
tory, of which furniture stores per- 
haps take the lead in the volume of 
electrical appliance done, with depart- 
ment stores, mail order houses and 
independent electrical dealers follow- 
ing in the order named. The power 
company helps support the Electric 
Refrigeration Bureau of El Paso and 
the Evaporative Dealers’ Association. 
These organizations, among other 
activities attempt to control the trade- 
in problem of the district. The utility 
furnishes a kitchen planning service 
for its customers. It has no home 


UNIT SALES OF ELECTRICAL APPLIANCES—EL PASO 


1939 1938 
Company Dealers Total Company Dealers Total 

I eee 276 30 306 366 34 400 
Water Heaters........... 254 10 264 345 13 358 
Refrigerators............ 512 900 1,412 653 1,066 1,719 
i ie 60 200 2 52 190 242 
15 30 45 20 36 56 
| es 70 200 270 66 200 266 
Oo 1,200 1,200 0 1,400 1,400 
Air Heaters............. 40 60 100 45 55 100 
2,200 1,600 3,800 1,539 1,500 3,039 


ese figures do not include sale of trade-in appliances. 
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service department, but employs two 
men in lighting promotion, and 12 
salesmen in the domestic field. R. K. 
Banner, merchandise manager, says of 
the company’s fluorescent lighting 
policy, “We have encouraged the use 
of fluorescent lighting for show cases, 
decorative and display lighting.” 

This is an active market for evap- 
orative coolers, 300 commercial instal- 
lations being reported during 1939, 20 
industrial installations and 1,600 home 
coolers. One air conditioning instal- 
lation involving refrigeration alone 
was installed in a commercial estab- 
lishment and three in El] Paso homes. 
One commercial installation was made 
which involved heat as well as refrig- 
eration. 


A conservative prediction is made 
for 1940 sales, with quotas somewhere 
between those of the past two years 
for ranges and water heaters, but with 
all other items decidedly up. 


EXPECTED SALE OF ELECTRICAL 
APPLIANCES—1940—EL PASO 
TEXAS TERRITORY 


Com- 

pany Dealers Total 
eee 315 35 350 
Water Heaters... 275 25 300 
Refrigerators..... 535 1,500 2,035 
Washers........ 100 300 400 
ee 50 100 150 
See 0 2,000 2,000 
Air Heaters... .. 60 100 160 
1.E.S. Lamps.....2,000 2,500 4,500 


CUSHING 


Tucson, ariz.... Holds the 
1938 Average in Sales 


14,000 domestic customers of the Tucson Gas, 


Electric Light & Power Company bought 


$300,000 worth of appliances in 1939 


HE Tucson Gas, Electric Light 

and Power Company, whose 
business centers in Tucson, Arizona, 
does no active merchandising but the 
twenty-one dealers who served that 
territory last year sold an average 
of $21.43 worth of electrical appli- 
ances to every customer on the power 
company’s lines. The number of resi- 
dence customers served at the close of 
1939 was 14,000, an increase of 1,108 
over the 1938 figure of 12,892. Of 
the total, 5,350 were rural customers. 
The average annual consumption for 
residence customers for 1939 was 950 
kw.-hr.; for 1938, 911 kw.-hr. The 
power company sells natural gas as 
well as electricity. 

Dealer sales of electrical appliances 
for the year are estimated at $300,000. 
Reports are available only for the 
major appliances and these just about 


balance the figures for 1938. With 
sales for the last two months of 1939 
estimated, it is expected that the total 
number of electric ranges sold will 
reach a total of 150, of electric water 
heaters 50 and of refrigerators 1,500. 
Sales of evaporative coolers for the 
year reached 750 domestic installations, 
with 10 refrigerated air conditioning 
installations reported in homes. Two 
complete air conditioning jobs, includ- 
ing both heat and refrigeration were 
made in commercial establishments. 

Saturation of electrical ranges is 
estimated to have reached 10 per cent, 
water heaters 3 per cent and refrig- 
erators 70 per cent. Dealers report 
about 10 per cent replacement sales on 
both ranges and water heaters, and 15 
per cent on refrigerators. 

This is territory where the inde- 

(Continued on page 48) 
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pendent electrical dealer, of whom 
there are fourteen, does an important 
share of the estimated at 
about 40 The order 
houses 50 per cent of 
with furniture 
nd department stores sharing 


business, 


per cent. mail 
handle perhaps 
electrical 


the selling, 


stores a 
the remaining 10 per cent. 
vs neither 


rhe power company emp! 


salesmen, nor home service girls, but 
cooperates with dealers through con- 
tributions to their advertising sched- 
ules. No change in the business situ- 
ation is expected during the coming 
year, and quotas are fixed at about the 
same figure for 1940 as sales reached 
in 1939. In other words, business is 
expected to continue to be good. 


oxtaHoma... Appliance 
Business Quiet in Oil Country 


119,000 residential customers of the Oklahoma 


Gas 


their 


A. Brown, sales manager of the 
e Oklahoma Gas & Electric Com- 
pany, Oklahoma City, reports a fairly 
quiet year in 1939 on appliance sales. 
Ranges and water heaters showed a 


slight drop while refrigerators re- 
corded a slight gain. 
The company has 119,000 residen- 


tial customers on its books at the start 
of business in 1940 as compared with 
116,000 at beginning of 1938. 
rhese customers increased their aver- 
age annual consumption from 745 kw.- 
1938 to 775 kw.-hrs. in 1939. 
available for the 
ippliance business done in 


the 


hrs. in 
No 
amount ot 
territ 
pliance 


estimate 1s 


the ry or how much each ap- 
customer pur- 


averaged in 
chase 
Sales of major appliances are allo- 
cated by tl 
l 


le company as being 40 per 
cent by department st 20 per cent 
by electrical dealers, 10 per cent each 
by hardware and furniture houses and 


5 per cent 


res ; 


each stores and 
They support an inde- 
pendant dealer promotional organiza- 
tion which and 


ip cooperative campaigns. 


by chain 


other outlets 
develops campaigns 
helps deve I 


No merchandising is done by the com- 
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& Electric Company increased 
kw.-hr. use 


to 775 in 1939 


pany under the state law which pro- 
hibits such activity. 

Replacements on electric ranges is 
estimated at 10 per cent; on refrigera- 
tors it is 20 per cent; on washers 30 
per cent; on cleaners 30; on radio 50 
and on IES lamps 25 per cent. Satura- 
tion on electric ranges is given as .25 
per cent, on water heaters as .10 per 
cent; on refrigerators at 57 per cent; 
on washers at 45 per cent; ironers 3 
per cent, cleaners at 47 per cent and 
IES lamps at 52 per cent. 

Dealers sales of major appliances 
for the year 1939 as compared with 
1938 are featured in the accompanying 
table. 


MAJOR APPLIANCE SALES— 
OKLAHOMA TERRITORY 


1939 1938 

Dealers Dealers 

89 139 
Water Heaters .. 25 36 
Refrigerators 12,217 11,796 
Washers. . 9,108 9,756 
lroners 495 567 
Cleaners 6,265 6,178 
Radio Sets 29,337 28,558 
Air Heaters _.... 788 
1.E.S. Lamps ae 17,761 18 ,061 


PHOENIX, ARIz....|)calers Do 
98 Per Cent of Business 


25.461 domestic customers of the Central Ari- 


zona Power and Light Company bought 
$825,000 worth of appliances in 1939 


HE Central Arizona Light and 

Power Company of Phoenix, 
Arizona serves 25,461 domestic cus- 
tomers, 1,071 more than last year. Of 
these, 858 are rural homes. The 
average annual consumption for resi- 
dence customers this year advanced to 
1,038 kw.-hr., an advance of 63 kw.-hr. 
over the 1938 figure of 975 kilowatt- 
hours annually. 

Practically all of the merchandising 
is done by the dealers of the territory, 
of whom there are 123. In fact, of 
the $825,000 worth of electric appli- 
ance business estimated to have been 
done in that territory in 1939, fully 98 
per cent were dealer sales. Record 
of individual appliance sales by units 
indicates that in most items the 
present year was not quite so good as 
last. I.E.S. lamps are an exception. 

It is estimated that 10 per cent of 
ranges sold are replacement sales, 40 
per cent of refrigerators, 80 per cent 
of washers, 5 per cent of ironers, 80 


per cent of cleaners, 70 per cent of 
radio sets, 5 per cent of air heaters 
and 10 per cent of I.E.S. lamps. 

In order of the volume of business 
in electrical appliances done, the 
dealer outlets may be listed as: 1. 
mail order houses, 2. furniture stores, 
3. electrical dealers, 4. 
stores and 5. other outlets. 

The background country is pre- 
dominantly agricultural and through- 
out much of the district the main 
competition with electricity as a fuel 
is bottled gas. The company sells 
natural gas in part of its territory. 

A dealer cooperative program in- 
cludes general company sales promo- 


tion and a monthly dealer bulletin. | 


A lighting promotion program 
carried on by the seven young women 


of the home service department in 


addition to their other work. The 


utility also employs 12 domestic sales- 
men and 7 combination men in the 


(Continued on page 53) 


department | 


SALE OF ELECTRIC APPLIANCES BY UNITS—CENTRAL ARIZONA 
TERRITORY 
1939 1938 
Company Dealers Total Company Dealers Total 
Ranges.... 35 146 181 28 234 262 
Water Heaters 16 47 63 6 59 65 
Refrigerators. . . 10 2,200 2,210 25 2,382 2,407 
Washers... .. 3 1,900 1,903 9 2,100 2,109 
lroners...... 147 147 173 173 
Cleaners...... 3 2,000 2,003 4 3,170 3,174 
Radio Sets... . 7 5,300 5,307 8 6,739 6,747 
360 360 500 5 
1.E.S. Lamps. ... 3,500 1,600 5,100 994 3,878 4,872 
Other Portable Lamps... ..... 3,000 3,000 
JANUARY, 1940—ELECTRICAL MERCHANDISING 


justria 
r the 
dying 
t rest 
res 1 
wer fa 
tchen | 
> com 
y 
tive 


4 
| 


HI 
of 
Was on 
he so 
lan ¢ 
nitiatin 
Hent of 
Compa 
activiti 
has bee 
vith 
fess in 
Wear to 
borted 
3,008, 
$31. 
The 
21.080 
esiden 
housar 


LECT 


| 
; 
| 
The it 
Tesiden 
#270 f 
he 193 
n dor 
he 


OCAL MARKET DATA 


Continued from page 48 


justrial field. It is carefully watch- 
¢ the fluorescent lighting situation, 
udying each installation to Jjnsure 
t results and avoid errors. It re- 
res not less than a 90 per cent 
ywer factor in such installations. A 
itchen planning service is offered by 
e company. 

Last year saw 1,800 additional evap- 
rative cooler installations put in 


private homes on Central Arizona 
lines, and 16 such installations in com- 
mercial establishments. Refrigerated 
air conditioning installations totalled 
11 commercial and 42 residence. 

Conditions in this territory last year 
were only fair, but it hoped that an 
improvement will set in during 1940. 
No definite plans had yet been made 
for next year’s quotas. 


t 

‘ent of 

heaters 

“1938 Trend 

usiness 

e, the 

stores, 

irtment 

pre- 

1rough- 

> main HE San Joaquin Power Division 

a fuel of the Pacific Gas and Electric 

y sells Pompany with headquarters in Fresno 

tory. vas one of the first groups to adopt 

am it- he so-called “through the dealer” 

promo- Plan of merchandising, under the 

yulletin. Gnitiative of H. H. Courtright presi- 

ram is Hent of the Valley Electrical Supply 

women Pompany, which handles the selling 

nent in [&ctivities of the division. The system 
The fas been continued through the years, 

c sales- §vith constant strengthening and suc- 

in the fess in operation. During the past 

rear total sales in that district are re- 


aes |POrted to have reached a figure of 
3,008,599, or an average expenditure 


INA : t $31.34 per person. 
9 The San Joaquin Division serves 
921,080 meters, of which 96,500 are 
customers. Fifty-three 
Total housand of these are rural customers. 
262 Bhe increase over 1938 was 6,135 
esidence customers. Average annual 
2,109 §#W.-hr. consumption per home was 
173 ($270 for 1939, up 15.5 kw.-hr. over 
3,174 (he 1938 figure. Substantial decreases 
5 omestic rates were made during 
4,872 year. 
ect In this territory independent elec- 
ISING 


CHARLES PHELPS CUSHING 


AN yoaquin...Sdles Follow 


96,500 residential customers of the Pacific Gas 
& Electric Company at Fresno bought 
over $3,000,000 in appliances in 1939 


trical dealers are the most ii portant 
factors in the merchandising picture, 
with mail order houses next on the 
list. Furniture stores and department 
stores are of lesser importance in 
electrical appliance selling. 

Unit sales for the year as reported 
from all sources were improved in 
almost every item. 

The company employs 29 salesmen 
in the domestic field and 10 home 
service girls, who do no _ individual 
selling but do promote lighting sales. 
The lighting program for the year 
is reported as having been most suc- 
cessful, with all quotas exceeded. The 
company’s policy on fluorescent light- 
ing is to recommend it for decorative 


EXPECTED SALES FOR 1940—SAN 
JOAQUIN TERRITORY 


850 
7,000 

9,000 
6,500 


LECTRICAL MERCHANDISING—JANUARY, 1940 


UNIT SALES ELECTRICAL APPLIANCES—SAN JOAQUIN TERRITORY 


Estimated Estimated 
percentage saturation 
replacements 1939 

1939 1938 39 (per cent) 
1,473 1,447 18 15 
>Water Heaters......... 762 757 6 8 
Refrigerators.......... 6,956 6,852 8 72 
653 671 0 5 
wow 1,375 1,381 65 60 
,606 8,309 70 94 
Air Heaters........... ky 1,002 20 20 


effects or where they believe it to be 
applicable. 

During the past year two of the 
outstanding developments have been 
the introduction of the portable kit- 
chen for use in fair exhibits and the 
inauguration of a kitchen planning 
and layout service. In addition to its 
general dealer cooperative program 
the San Joaquin Division supports the 
local Electrical Appliance Society 
which promotes the sale of appliances 
and sponsors a code of ethics and 
trade-in schedule. Dealer education 
is furthered by personal contacts and 
through meetings. 

Outstanding during the year was 
the spread of the evaporative cooler 
type of house cooling. Records show 
that 1,750 commercial installations, 
250 industrial and 3,000 home installa- 


tions of this type were made during 
1939. In addition, 53 air conditioning 
installations involving refrigeration 
were made in commercial establish- 
ments and 30 in home, while 3 com- 
mercial installations involving both 
heat and cooling were reported and 
8 domestic installations of this com- 
plete type. Ventilating fans were re- 
ported installed in 100 homes. Seven 
other commercial air conditioning in- 
stallations were made, type unspeci- 
fied. 

General business conditions in this 
predominantly agricultural area were 
good during the year and are expected 
to continue about the same. The sales 
program for the coming year has been 
conservatively set, with increases 
predicted for most of the major elec- 
trical appliances. 


LOS ANGELES... Sharp 
Increases in Sales 


396,000 residential customers of the Bureau of Power 
& Light bought $19,500,000 worth of appliances 
in ‘39—an average of $49.25 per home served 


EALER sales of electrical appli- 

ances in the city of Los Angeles 
totaled $19,500,000 during 1939, an 
average of $49.25 per home served by 
the Los Angeles Bureau of Power 
and Light. This is a distinct increase 
over the preceding year. Indeed, busi- 
ness conditions in this section as a 
whole are reported to have been 
“above normal” for the year. 

The Bureau of Power and Light 
now serves 396,000 residence accounts. 
This is 43,727 more than last year, 
but a portion of the increase is to be 
accounted for by the absorption of 
that portion of the system of the 
Southern California Edison Company 
which was within the city limits. The 
average annual kw.-hr. consumption 
per residence customer for 1939 was 
900 kw.-hr., up 63 kw.-hr. over the 
1938 figure of 838 kw.-hr. 

The Bureau does no active mer- 
chandising, but aids in promoting 
dealer sales. During the past year it 


adopted a new dealer set-up, which 
provides for dealer-salesmen “survey 
units.” During the year, outstanding 
events included a Home Show in the 
spring, a Food Show in the fall, a 
series of local dealer expositions and 
a promotion of the “Matchless Home,” 
which is still on exhibit. The Bureau 
helps support and cooperates in the 
activities of the Electrical Develop- 
ment League of Southern California. 
In the interests of dealer education, a 
three-day sales school was operated 
for dealer salesmen. The Bureau also 
sponsors an organization known as 
the “Range Masters” Club. 

As an aid in handling the trade-in 
situation, the Bureau requires the 
dealer to turn in old cooking equip- 
ment when ordering wiring under the 
Bureau Special Wiring Plan. 

During the past year sales were up 
in every item of electrical equipment 
sold for the home. 

(Continued on page 54) 
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Range 
are figures ; 
ances checked 
dealer reports. 

Two hundred dealers Los 
Angeles. Of the independent 
electrical dealers in outlying districts 
probably do the largest volume of 
business, followed by the mail order 
houses. 


saturation 
other appli- 
confidential 


and water heater 
the 


by 


utility 


are 


serve 


these 


Downtown department stores 
and furniture stores follow next, with 
hardware and in 
order. 


dealers others last 
The Bureau does no independent 
merchandising, but employs 30 dealer 


contact representatives, 20 new-build- 
ing contact representatives and 21 
home service girls. There are 150 
dealer salesmen in this section. The 
home service staff neither sells nor 
promotes lighting sales, this being 


done by the 


x 
Section. 


so-called “Illuminating 
According to Burdett 
Moody, business agent of the Bureau 
of Power and Light, “Because of the 
great number of new homes being 
constructed in and around Los 
Angeles, we find an increased interest 
in adequate wiring and home illumi- 
nation. We have experienced coopera- 
tion from the fixture manufacturers in 
selling equipment that is pleasing in 


appearance and at the same time pro- 


duces good illumination. In the apart- 
ment house field, we have conducted 
an intensive campaign for the past 
ten months to indicate to the apart- 
ment house manager or owner how 
rentals can be maintained and new 


tenants attracted by means of adequate 


lighting from portable I.E.S. lamps. 
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As a result of this promotion, dealers, 
through our recommendations, have 
sold 1,500 lamps. In 1940 we intend 
to carry these programs out as at 
present.” 

Air conditioning installations are 
reported in the commercial field 
which include 64 of the refrigeration 
type, 5 evaporative coolers and 3 re- 
verse cycle installations. In industrial 
establishments 6 refrigeration type in- 
stallations and 5 evaporative coolers 
are reported. Fifteen homes installed 
air conditioning equipment of the re- 
frigeration type and two are reported 
installing attic fans. The only 
change in the Bureau’s domestic rates 
for the year involved minor condi- 
tions, permitting the use of larger mo- 
tor units for air conditioning. 

The Bureau has in effect a power 
factor rule which prohibits the use of 
fluorescent lighting when the power 
factor is under 90 per cent. The use 
of fluorescent equipment is not recom- 
mended for general application, but 
only for its color and decorative effect. 

Plans for the coming year contem- 
plate an increase in the sale of appli- 
ances of from 10 to 30 per cent. 


as 


EXPECTED SALE OF ELECTRICAL 
APPLIANCES IN 1940—LOS 
ANGELES DEALERS 


Ranges..... 
Water Heaters. . 
Refrigerators. 
Washers. 
lroners.. . . 
Radio Sets. 

Air Heaters. . 


UNIT SALES OF ELECTRIC APPLIANCES—LOS ANGELES DEALERS 


1939 
Ranges....... ,500 
Water Heaters... .... 2,500 
efrigerators. . . 50 ,000 
ashers..... 28 ,000 
lroners....... 5 ,000 
Cleaners... ... 8 ,000 
Radio Sets.. 75 ,000 
Air Heaters........... 2,000 


Estimated 
* Per Cent Estimated 
Replacement Saturation 
1938 Sales, 1939 Per Cent, 1939 

5,420 3 5.4 
1,583 Negligible 1.8 
30 ,300 56 55 
20 ,000 70 70 
4,000 5 5 
5,900 75 76 
33 ,500 80 85 
1,800 5 5 


Northern California... CON- 
ditions Relatively Good © 


690,000 residential customers on the lines of the Pacific Gas 
& Electric Company spent over $25,000,000—$43.75 per 
customer on appliances in ‘39; 1,180 dealers participate: | 


USINESS conditions throughout 

northern California during the 
best year have been relatively good, 
and with them the sales of electrical 
appliances have been generally satis- 
factory. Reports from dealers and 
power company indicates that the 
year’s record of sales will have 
reached a total of $25,000,000 by 
December 31, which represents an 
average expenditure per home served 
of $43.75. 

The Pacific Gas and Electric Com- 
pany, which serves this district, has 
900,000 customers on its lines, of 
which 690,000 represent residence 
meters. Approximately 30 per cent of 
these are rural customers. The in- 
crease in residence customers during 
the year was 31,315. The average 
annual kw.-hr. consumption per resi- 


JANUARY, 
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dence customer was 990 kw.-hr. fo’ 
1939, up 35 kw.-hr. from the 193 
figure of 945 kw.-hr. The power com: 
pany sells both manufactured ani 
natural gas in different parts of it 
territory. Chief competitive fuel 
rural districts is Butane and Propanq 
gas, which has made some inroa‘ 
into the range and water heat 
market through the use of portal! 
tanks and high dealer premiums. A 
a result of the aggresive policy « 
manufacturers of this type of fuel 
number of former exclusive electr 
range dealers are now beginning * 
favor this competitive fuel equipme: 
a situation which affects both thé 
utility and the electrical equipme: 
manufacturer. 
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There are 1,180 dealers in this terry 
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UNIT SALES OF ELECTRICAL APPLIANCES—NORTHERN CALIFORNIA 


Estimated Percentage 


Replacement Sales, 

1939 1938 1939 
3,897 4,055 
Water Heaters. 2,971 2,635 sie 
Refrigerators. . . 46 ,406 40,141 20 
Washers.. . 34,087 29 ,634 35 
lroners 6,354 5,938 
33,534 25,419 55 
Radio Sets....... 141 ,500 124,729 90 
Aux. Air Heaters......... 5 ,966 7,727 ai 
Major Air Heaters........ F 1,478 1,034 


Trade-in appliances were included in these figures. 


tory who handle the vast majority of 
the electrical selling business. Unit 
sales for this year as compared with 
1938 show increases in practically all 
fields. 

An interesting survey of company 
properties indicated the actual satura- 
tion of various appliances in territory 
served by gas and that which is 
known as exclusively electric. 


PER CENT SATURATION OF ELEC- 
TRICAL APPLIANCES— 
PACIFIC GAS AND 
ELECTRIC SYSTEM 


Gas & Straight 


Electric Electric Entire 

Territory Territory System 
Ranges....... 4 25 9 
Water Heaters 2 17 § 
Refrigerators... 39 50 40 
Washers...... 55 65 57 
lroners....... 8 8 8 
Cleaners...... 61 31 56 
Radio Sets.... 100 93 99 
Air Heaters. . . 1.5 2.9 2 


The Pacific Gas and Electric Com- 
pany carries out a policy. of dealer 
cooperation, in all of its districts, with 
a program of promotion handled by 
six appliance counselors and 18 dealer 
contact men, who spend their time 
developing promotional and _ selling 
ideas. Appliance selling classes organ- 
ized under the George Dean Act have 
been organized for the education of 
dealer salesmen. Promotion of appli- 
ance selling throughout northern Cali- 
fornia is in the hands of the Electrical 
Appliance Society, to which the utility 
gives support. This organization 
sponsors a series of appliance cam- 
paigns, tying in with national promo- 
tions. 

During the year a reduction in 
service charge and in the first block of 
domestic rates was instituted, which 
was used by those selling electrical 
appliances as a sales argument. 


EPORTS from the Coast Coun- 

ties Gas and Electric Company 
serving the territory which centers 
about Santa Cruz, California indicate 
that customers in this region last year 
spent about $25,000 for electrical ap- 
pliances. Company sales of automatic 


this terr 


7) 
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electric water heaters totaled 100, 
ranges 50. The utility also sold about 


No record is kept of air condition- 
ing installations. Domestic lighting 
shows an increase of 33 per cent over 
1938 figures and a similar improve- 
ment is predicted for 1940. The power 
company requires power factor cor- 
rection for fluorescent lighting. Color- 
ing all activities for the year was the 
presence of the Golden Gate Inter- 
national Exposition on _ Treasure 
Island. <A possible reopening of the 
Fair is being discussed for 1940. 

Plans for the coming year con- 
template an increase in every item on 
the sales list. 


EXPECTED INCREASE IN SALE OF 
ELECTRICAL APPLIANCES—1940 
—PACIFIC GAS AND ELEC- 
TRIC COMPANY 


TERRITORY 

Per Cent 

Increase 
20 
Water Heaters 10 
10 
Washers.......... 15 
20 
55 
10 


O. E. Doerr, general sales manager 
of the Pacific Gas and Electric Com- 
pany predicts no change in the com- 
pany’s dealer cooperative program. He 
says: “No major change in sales 
policy or merchandising activity is 
contemplated by our company next 
year. The broad dealer cooperative 
program that has been effective here 
for a number of years has brought 
about not only an aggressive mer- 
chandising situation within the indus- 
try, but also an enviable relationship 
between the different branches of it. 
We have increasing confidence in this 
program and any change we make will 
mean a strengthening and expansion 
of it.” 


20,000 domestic customers and $25,000 business 


50 refrigerators. Dealer sales for this 
district are not reported. 

The power company serves 25,784 
electric meters, of which 19,978 repre- 
sent residence customers. The average 
annual kw.-hr. consumption per resi- 
dence customer for 1939 was 791 
kw.-hr. 

Plans for 1940 are not yet available. 
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BURBANK, CAL.... F.COUrages 
Dealer Selling 


10,000 residence customers upped their kilo- 


watt-hour consumption to 850 in 1939 


HE City of Burbank, California 


does no direct merchandising, 
but does encourage dealers in their 
selling of electrical appliances. It 


serves 10,028 residence customers, an 
increase of 2,389 over 1938. The 1939 
average annual kw.-hr. consumption 
per residence customer was 850, up 22 
kw.-hr. over the figure of the preced- 
ing year. 

Sales of ranges and water heaters 
were definitely improved over the 
record of the preceding year, 420 
ranges being sold in 1939 as compared 
with a total of 273 last year and 100 
water heaters, as against 75 for 1938. 
Nine dealers serve the city, independ- 
ent electrical dealers playing the most 
important role, with mail order houses 
falling in behind furniture stores. 

The city department employs one 


home service girl who does no selling 
and no lighting promotion. She fol- 
lows up dealer sales of major appli- 
ances. The department does furnish a 
kitchen planning service for customers. 

The dealers’ cooperative organiza- 
tion attempts to handle the trade-in 
problem. 

Says C. S. Kirk, manager of new 
business for the public service depart- 
ment, “Burbank has enjoyed a very 
substantial increase in both ranges 
and water heaters during the last year, 
and we anticipate a decided increase 


in 1940 over and above our 1939 


figures, due to the increase in indus- 
trial activity and building program 
being carried on at this time.’’ Quotas 
set for 1940 predict range sales to 
the number of 500, with 200 water 
heaters, through dealer channels. 


CUSHING PHOTU 


Utilities Report on 1939 


120,500 domestic customers of Portland General 
Electric and 31,520 customers of North- 


western Electric increased appliance buying 


Portland General Electric Company 


ECORDS of the past year from 
Portland, Oregon are particu- 
larly interesting because this was the 
first year in which the dealer did all 
of the merchandising. That they did 
a good job of it is indicated by the 


fact that reports of dealer sales made 
by the two Portland utilities shows an 


increased volume for both electric 
ranges and water heaters. 
The Portland General Electric 


Company serves 120,500 domestic cus- 
tomers, 4,564 more than the 115,936 
(Continued on page 59) 
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Selling Sentences 


THAT WILL STEP UP YOUR SALES 
OF G-E MAZDA LAMPS 


THE 100 WATT SIZE IS DOWN TO 
I5¢ NOW...SHALL I PUT IN A COUPLE 
FOR YOUR READING LAMPS? 


MAY I SUGGEST A HANDY PACKAGE 
OF 6 FOR 90c ? IT’LL SAVE YOU 
ANOTHER TRIP LATER ON. 


Have you tried the G-E MAZDA Daylight 
Lamp? It makes ironing easier and the 
100 watt size is only 30c... 


a= ped years of national advertising have 
\ 
\ 


given G-E MAZDA lamps a higher accept- 
\ ance than almost any other product in the world. 
Cash in on this acceptance by instructing sales 
people to use selling sentences like these. You'll 
be amazed at the increase in sales. General Elec- 


tric Company, Nela Park, Cleveland, Ohio. 


PAGE 58 JANUARY, 1940—ELECTRICAL MERCHANDISINS 


5 Reasons 
WHY IT PAYS TO SELL) 


G-E MAZDA LAMPS 38,125 
the 

nnual 

ence 


Nationally Advertised® 63 kw 


ige, 
w.-hr 
Dur 
about 
trical 
custon 
served 
mnot tc 
wester 
Uni 
crease 
water 


k 


most 
It i 


National advertising in 20 leading on 
i « 


magazines will reach your custom. 
ers with millions of messages on 3 per 

G-E MAZDA lamps and Better Ligh } per ce 
for Better Sight in 1940. Tl 


2. On the Air electri 


tric \ 
that : 
have 
ers, 1 
vacuu 
62 pe 
cent 

The 
tory, 
trical 
volun 


G.E. offers its agents an additional 
plus with the only national radio 
program in the electrical industry, ) ‘Ure 

“The G-E MAZDA Lamp Hour of | order 
Charm”, Sundays at 10 P.M. (EST) name 
N. B. C. Red Network. Th 


salesn 


3. Knock-out Displays ‘or 
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G.E. also offers its agents a series) Sure: 
of striking, colorful window dis-| utes, 
plays throughout the year . . . dis! deale: 
plays that tie-in with the magazine) and p 
advertising to help sell more lamps.|_ 


4. Selling Tools 


Additional selling tools| 
are always available to| 
G-E MAZDA lamp! 
agents. These include) 
special counter display|_ 


material, big bin 
chandisers, bulb hold-| 
ers, and other sales ma} 
terial. Range 


is 

‘5. Assured Profits Wash 
roner 

More people buy G-E 
MAZDA lamps than ‘ | Radio 
any other brand. & | Air F 
Lamps are consigned, | LES. 


thereby cutting obso- 
lescence losses. G-E MAZDA lamps} 
assure you of good profits. Write) 
General Electric Co., Dept. E-A. 
Nela Park, Cleveland, Ohio fort 

further information. 
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mestic customers reported in 1938. 
38,125 rural customers were included 
the 1939 figure. The average 
nnual kw.-hr. consumption for resi- 
ence customers for 1939 was 1,380, 
63 kw.-hr. more than the 1938 aver- 
ige, which was reported as 1,317 
kw.-hr. 
During the year it is estimated that 
about $2,500,000 was spent on elec- 
trical appliances by the company’s 


customers, or about $20 per home 


served. These figures are intended 
not to overlap those of the North 
western Electric Company. 

Unit sales show a substantial in- 
crease in the sale of both ranges and 
water heaters, with a slight drop in 
most other items. 

It is estimated that 16 per cent of 
ull range sales are replacement sales, 
3 per cent of water heater sales and 5 
per cent of refrigerator sales. 

The saturation figures for 1939 
show a 26 per cent saturation for 
electric ranges and 8 per cent for elec- 
tric water heaters. It is estimated 
that 51 per cent of the wired homes 
have refrigerators, 60 per cent wash- 
ers, 19 per cent ironers, 65 per cent 
vacuum cleaners, 98 per cent radios, 
62 per cent air heaters and 48 per 
cent I.E.S. lamps. 

There are 219 dealers in this terri- 
tory, of which the independent elec- 
trical dealers do perhaps the largest 
volume of business, followed by furni- 
ture stores, department stores, mail 
der houses and others in the order 
named. 

The power company employs five 
salesmen who do promotional work 
for part time in the domestic field and 


| seven home service girls who coop- 


erate with dealers. Lighting promo- 
tion is done by dealers through dealer 
promotion representatives. A kitchen 
planning service is now rendered in 
Portland by an independent bureau 
and also to a limited extent by the 
utility. The trade-in problem is 
handled by the Central Appraisal 
Sureau to which the utility contrib- 
utes, along with a majority of the 
dealers. Frequent dealer meetings 
and personal contacts help promote the 


excellent feeling which now exists 
between all branches of the industry 
in this section. 

“We are very much pleased with 
the way in which dealers in our terri- 
tory have sold electric ranges and 
water heaters this year,’ says A. C. 
McMicken, general sales manager for 
the Portland General Electric Com- 
pany,” exceeding the sales for 1938, 
when the company for part of the 
year maintained its own sales organi- 
zation. A great deal of credit for 
this may be given to George Madison, 
in charge of dealer promotion in Port- 
land and vicinity and Fred Hodge, in 
charge of dealer promotion in the 
towns and rural areas outside of Port- 
land.” He states that a continuation 
of the dealer cooperative program is 
expected. “1939 results have been 
satisfactory.” 

The lighting program planned for 
1940 includes a campaign featuring 
“catch-on” socket-type units for small 
commercial customers, a trial installa- 
tion plan for larger commercial instal- 
lations of approved design and in- 
tensive promotion of adequate wiring 
directed to architects and contractors. 

The Portland General Electric 
Company's policy on fluorescent light- 
ing involves the encouragement of its 
use for decorative effect, for showcase 
lighting and for any installation where 
the fluorescent type best suits the 
illumination requirements. The com- 
pany requests 80 per cent power- 
factor correction on installations over 
300-volt-amp. (tested load) and 
assesses billing demand at 80 per cent 
power factor, if the installation is not 
corrected. 

Air conditioning installations re- 
ported include 15 of the refrigeration 
type and 25 others in commercial es- 
tablishments, and 5 of the refrigera- 
tion type in industrial plants. 

An interesting development has been 
in the growth of the commercial cook- 
ign load, which this year added a 
total of 1,300 kw., with an estimated 
annual revenue of not less than 
$26,000. This is an active field in the 
Pacific Northwest, whcre a growing 
interest in complete electric kitchens 


is being shown by both restaurants 
and hotels. 

Plans for the coming year have 
been made to include a substantial in- 
crease in the number of ranges and 
water heaters to be sold through 
dealer channels, with other appliances 
about holding their own. 


EXPECTED SALE OF ELECTRICAL 
APPLIANCES BY DEALERS IN 1940 


Portland General Electric Territory 
Com- 
pany Dealers Total 
Water Heaters 50 2,550 2,600 
Refrigerators... . . 5,500 5,500 
4,800 4,800 
ee 800 800 
Air Heaters... .. .. 1,500 1,500 
1.E.S. Lamps..... . 17,500 17,500 


* The power company sales cover sale of 
appliances to employees. 


Northwestern Electric Company 


EALER sales of most appliances 

were definitely up for 1939 in 
the territory served by the North- 
western Electric Company in Port- 
land, Oregon and vicinity. This com- 
pany served 31,520 domestic custom- 
ers in 1939, an increase of 5,282 over 
the 1938 figure of 26,238. Of the 
1939 total, 4,450 were rural homes. 
The estimated average annual kw.-hr. 
consumption per residence customer 
was 1,421 kw.-hr. for 1939, an in- 
crease of 67 kw.-hr. over the 1938 
record of 1,354 kw.-hr. 

The power company does no mer- 
chandising but reports a total of 
$2,122,041 spent for electrical appli- 
ances by their customers through 
dealer channels, an average of $67.32 
per wired home. 

Unit sales included a small number 
of appliances sold by the utility in 
1938. Exclusive dealer sales for 1939 
topped the totals of the previous year 
in almost every line. 

The utility employs 17 domestic sales- 
men on a dealer cooperation program 
and 9 home service girls, who do no 
selling but carry out a program of 
lighting promotion. In regard to 
fluorescent lighting the company re- 


REPLACEMENT SALES AND SATU- 

RATION PERCENTAGES FOR 1940 

—NORTHWESTERN ELECTRIC TER- 
RITORY 


Estimated 
Percentage Estimated 
of Saturation 


ment Sales, 1939, 
1939 Per Cent 

25 41.1 
Water Heaters 5 7.4 
Refrigerators 15 54.8 
Washers........ 30 69.6 
Cleaners.......... 50 67.2 
Radio Sets........ 50 107.2 


Electric ironers were reported from 9.7 per 
cent of the homes interviewed and air 
heaters in 9.4 per cent of them. 


ports that they are recommending it 
“where conditions are right.” 

Among the year’s activities worthy 
of being reported should be mentioned 
the annual Northwestern-Electric 
Company newspaper sponsored cook- 
ing schools held in each town served 
by the company. 

The company’s program of dealer 
cooperation includes the publication of 
a monthly publication mailed to all 
dealers and their salesmen, cooking 
demonstrations, sales meetings and 
help on sales calls for dealer salesmen. 
The company states that the dealer 
plan of merchandising, in which the 


company sells nothing, has proved 
eminently satisfactory and will be 
continued. 


The quotas for the coming year 
have been modestly set to include an 
increase in both ranges and water 
heater sales, with a safe estimate on 
other items. 


EXPECTED SALES OF ELECTRIC AP- 
PLIANCES IN 1940— 


Northwestern Electric Company Territory 


By Dealers 
2,100 
Water Heaters............. 815 
Refrigerators... . . 3,220 
Washers. .... 3,350 
In general, the company looks 


forward to a load development some- 
what above normal for 1940. 


(Continued on page 60) 


UNIT SALES OF ELECTRIC APPLIANCES BY DEALERS—PORTLAND 
GENERAL ELECTRIC TERRITORY 


1939 1938 
Company Dealers Total Company Dealers Total 
95* 4,355 4,450 678 3,462 4,140 
Water Heaters........... 135° 1,795 1,950 647 675 1,322 
Refrigerators............ ae: ,300 5,300 285 6,000 6,285 
,000 5,000 130 6,200 6,330 
700 700 58 950 1,008 
aa 2,500 2,500 71 2,600 1,671 
Air Heaters............. 1,500 1,500 160 1,200 1,360 
17,500 17,500 1,816 21,000 22,816 


* Employees sales and repossessions. 


UNIT SALES OF ELECTRIC APPLIANCES—NORTHWESTERN ELECTRIC 
COMPANY TERRITORY 


1939 

Dealers 

3,439 

1,792 

8,875 


1938 
Company Dealers Total 
33 1,572 1,605 
112 305 417 
14 3,264 3,278 
22 3,000 3,022 
13 1,497 1,510 
60 8 , 206 8 , 266 
51 7,026 7,077 


Trade-ins were not included in the number of company sales reported. 
Saturation and replacement figures are based on a field check of 18,375 accounts. 
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CHARLES PHELPS CUSHING 


$60 per Customer 
in Appliance Sales 


60,593 domestic customers bought $2,974,000 


worth of appliances in ‘39; upped 
kilowatt hour use to 1,836 kw.-hrs. 


THOUGH 1939 sales of ranges passing through dealer channels. This 


A 


and water heaters were some- amounts to an average of $59.49 spent 
what under those of last year, the per home. 
Idaho Pow ompany and its co Unit sales of appliances during the 


operating dealers did a good enough year show an increase in almost every 
job this year to increase the 


average item except ranges and water heaters. 


annual consumption per residence Part of the reason for the drop in this 
consumer by 117 kw.-hr. This com- item is due to the fact that last year’s 
pany serves 60,593 meters over an _ figures included an area in which gas 
extended agricultural territory in had been withdrawn as a fuel. 

southern Idaho. Of these 52,200 are The power company has a policy 
residence customers, 2,175 more than of dealer cooperation which includes 


in 1938. 
of this 
mates its 


Rural customers total 14,200 
number. The company esti- 
annual kw.-hr. con- 
sumption per residence customer dur- 


dealers in all sales promotions. During 
the past year power company sales- 
men have all been placed on a straight 
salary and company sales quota basis, 


average 


ing 1939 at 1,836 kw.-hr., an improve- reduced by 20 per cent because of 
ment of 117 kw.-hr. over the 1938 low-use customer promotion. Dealer 
figure of 1,719 kw.-hr. sales training classes are held peri- 

During the past year about $2,974,-  odically by both utility and manufac- 
924 was spent in this territory for turers. In encouraging a solution to 
electrical appliances, $2,529,830 of this the trade-in problem, 


the utility sets 


UNIT SALES OF ELECTRICAL APPLIANCES—IDAHO POWER COMPANY 


TERRITORY 
1939 1938 
‘Compeny Dealers Total Company Dealers Total 
Rangers. ... 1,302 2,213 3,515 1,748 2,727 4,475 
Water Heaters 1,010 655 1,665 1,485 618 2,103 
Refrigerators 591 4,146 4,737 585 3,520 4,105 
Washers... 515 4,169 4,684 557 3,084 3,641 
lroners..... 80 220 300 144 256 400 
eaners 171 1,250 1,421 136 782 918 
Radio Sets... . 8,946 8,946 7,823 7,823 
Air Heate.s. ae 180 500 680 159 456 609 
1.E.S. Lamps. . ae 1,595 3,989 5,584 1,319 4,110 5,429 


Sale of trade-in appliances are included in these figures. 


Saturation of electric ranges is reported to be 55 per cent and of water heaters 25 per cent. 
The main competing fuel in this territory is coal. 
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REPLACEMENT SALES AND SATU- 
RATION PERCENTAGES— 


IDAHO 
Estimated 
replace- Estimated 
ments— saturation 
1939 1939— 
Sales Per Cent 
27 55 
Water Heaters .... 10 25 
Refrigerators 13 55 
25 70 
5 10 
Cleaners... .. 10 80 
Radio Sets 50 95 
Air Heaters... .. 75 35 
2 30 


the pace by doing no “trading” in 
electric refrigerators. Utility  sales- 
men in the domestic field number 32, 


with 20 home service girls who do 
some selling of the smaller appli- 
ances and who help in promoting 


lighting sales. There are 315 dealers 
in the territory. The utility furnishes 
a kitchen planning service to cus- 
tomers. In regard to fluorescent light- 
ing, the Idaho Power Company main- 
tains the policy of promoting it where 


CALIFORNIA, OREGAN 


1938 Sales Gains | 


28,300 customers of the California Oregon 


Power Company increased their 
kw.-hr. use to 2,250 kw.-hrs. in ‘39 


HE California-Oregon Power 

Company serves 28,300 customers 
in southern Oregon and_ northern 
California. Of these 3,100 are rural 
homes. The increase in residences 
served over 1938 figures is 2,313. The 
average annual consumption of elec- 
tricity by domestic customers during 
1939 reached the figure of 2,250 kw.- 
hr., up 83 kw.-hr. over the 1938 
figure of 2,167. The territory served 
centers in a rural district where the 
chief competing fuel is wood, with gas 
in the larger communities. 

Saturation of electric ranges for 
this area is given as 43 per cent, 
while water heaters had a 21 per cent 
saturation. During 1939 total sales 
of the major appliances just about 
balanced those of the previous year. 

Thirty-three dealers served this 
territory, straight electric dealers 


applicable, with a customer education 
program. 

During 1939 domestic rates were 
simplified and combined, so that the 
company now has one general service 
rate. Residential price per kw.-hr. is 
now 2.67¢. 

General business conditions during 
the past year were about the same as] 
for 1938 and are expected to maintair 
about the same level during the com-| 
ing year. Plans for 1940 contemplate j 
a slight increase in appliance sales, | 
with dealers doing 85 per cent of the] 
selling. 


EXPECTED SALE OF ELECTRICAL 
APPLIANCES IN 1940—IDAHO 


Com- 

pany Dealers Total 
Te 650 2,890 3,540 
Water Heaters... 500 1,200 1,700 
: 600 4,240 4,840 
Washers. . 520 4,180 4,700 
lroners.. 150 250 400 
Radio Sets. . -.. 8,960 8,960) 
Air Heaters. . 160 450 610) 
1.E.S. Lamps.....1,910 3,890 5,800) 


Holds 


doing the largest part of the business, 
with mail order houses second, depart- 
ment stores third, and furniture stores f} 
fourth in order of importance in elec- 


trical appliance selling. i 

The power company employs 32) 
domestic salesmen and two home} 


service girls. The home service work- i 
ers do no direct selling, but follow up 
sales of major equipment and promote 
lighting sales. Ten part-time sales-f 
men employed part of the year sell 
lighting equipment. 

This territory is not one where 
particular interest in air conditioning 
has been shown, but last year 1( 
evaporative coolers were installed i 
homes and 50 in commercial establish- 
ments. Twenty-five attic fans are 
reported. 

Plans for 1940 are not yet availabl 

(Continued on page 62) 


SALE OF ELECTRIC APPLIANCES BY —CALIFORMA- OREGON 
POWER COMPANY TERRITORY 


1939 
Company Dealers 
Ranges .... 1,246 325 
Water Heaters. 990 250 
Refrigerators ... 736 850 


Figures given are actual for 9 mos. 


JANUARY, 


, plus 80 per cent of actual sales, Oct., Nov., Dec., 
It is estimated that 6.6 per cent of range sales are replacements and that not more then! 
2 or 3 per cent of water heater sales are to homes which already have such equipment. 


1938 
Total Company Dealers Totally 
1,571 1,185 410 1,595) 
1,240 886 170 
1,586 572 2,200 2.2728 


1938.5 


} 
1940—ELECTRICAL MERCHANDISING/SLEC 
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pment. 


Men, here’s a “natural” for all distributors who want to make 
more money next year in the appliance business. 


Why is the Chrysler’s Airtemp Line of Air Conditioners a 
“natural?” 


In the first place, men like yourself know that the logical, the 
natural, the sensible way to distribute “packaged” Air Condi- 
tioners is through the men who best know appliance mer- 
chandising. 


But that’s only the beginning of this fact-story. Look again. 
Here’s a line that from the standpoint of beauty, durability, 
and economy—well, it’s a line that just can’t be equalled, no 
matter how you look at it. 


The name Chrysler Airtemp assures that. And this name, 
also, assures other things of equal importance. For instance, 
when you secure an Airtemp franchise, you're tying up with a 
sound and substantial organization—one that will be in busi- 
ness this year and next year, and the year after that. 


DISINGIELECTRICAL MERCHANDISING—JANUARY, 1940 


ere’s the 
BIG FRONT PAGE 
MONEY-MAKING NEWS 


for 1940! 


Furthermore, it means unsurpassed manufacturing facilities— 
craftsmanship by skilled workmen who use the most modern 
machines known to the industry. 

And don't forget. The sale of packaged air conditioning units 
jumped 700 per cent from 1937 to 1939! Nobody knows how 
much faster and higher they’ll jump in 1940. 

Finally, you have back of you an understanding personnel, 
able and willing to help with a Merchandising Plan, with 
which you can sell at a profit to yourself. 

Certain territories once open are now closed and others are 
being signed up rapidly. So—write us today for details before 
it’s too late. 


AIRTEMP DIVISION 


Chrysler Corporation 
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OREGON AND CENTRAL WASHINGTON 


...Shows Nominal 


Increases 


56,700 


residential customers of the Pacific 


Power & Light Company bought nearly 


$3,000,000 worth of appliances in ‘39 


USINESS in general in the dis- 

trict served by the Pacific Power 
and Light Company in Oregon and 
western Washington was fair during 
1940 and electrical sales reflected this 
situation. A total of $2,934,000 worth 
of electrical appliances sold to 56,700 
residence not a_ bad 
record. This amounts to an average 
of $52 spent by each home served on 
electrical equipment. The 382 dealers 
serving this area accounted for 89 
per cent of the business. 

The Pacific Power and Light Com- 
pany serves a total of 66,453 meters, 
of which 56,700 are residence cus- 
tomers. Of these 11,440 are rural 
customers. The increase in the num- 
ber of homes served over last year is 
2,619. The 1939 average annual 
kw.-hr. consumption per residence 
customer reached a figure of 1601 
kw.-hr., an increase of 51 kw.-hr. over 
the 1938 figure of 1,500 kw.-hr. 

Record of unit sales of electrical 
appliances shows a small increase in 
almost every item over 1938 figures. 

The territory served is predomi- 
nantly agricultural in its interests, and 
the chief competing fuel is wood and 
gas. The power company does not 
sell gas itself. Mail order houses play 
an important role in the merchandis- 
ing picture, with hardware stores 
ranking perhaps second and independ- 
ent electrical stores third. Depart- 
ment and furniture stores in 
this district handle a somewhat small 
Or part of the electrical business. 

The power company employs 28 
salesmen in the domestic field and 20 
home service 


customers is 


stores 


girls, whose duties in- 


clude both selling and the promotion 
of lighting sales. The utility carries 
out no separate program on lighting. 
In regard to fluorescent lighting, it 
advocates its use to supplement other 
lighting for increasing intensity, or 


REPLACEMENT SALES AND SATU- 
RATION PERCENTAGES— 
PACIFIC POWER & 
LIGHT TERRITORY 

Estimated 
Percentage Estimated 
Replace- Saturation 


ments — 3 
1939 Per Cent 

20 17.7 
Water Heaters 4 11.2 
Refrigerators... .... 15 36.0 

38 78.3 
lroners...... 10 6.2 
Cleaners.......... 29 75.0 
Radio Sets. . 63 91.8 
Air Heaters. . 11 
1.E.S. Lamps... .... 2 10.0 


fluorescent alone for specific applica- 
tions. During the past year sub- 
stantial reductions were made in rates 
applicable to residence service. The 
top block was reduced by 4¢ or more 
per kw.-hr., and the second by 4¢ per 
kw.-hr. The end rate of 2¢ per 
kw.-hr. remained the same. 

The Pacific Power and Light Com- 
pany maintains a dealer cooperative 
program which includes dealer meet- 
ings, monthly dealer campaign book- 
lets and regular dealer contacts 
through the sales force. During the 
past year the radio road shows were 


UNIT SALES OF ELECTRICAL APPLIANCES—PACIFIC POWER & LIGHT 
COMPANY TERRITORY 


1939 1938 
Company Dealers Total Company Dealers Total 
Ranges.. 780 1,139 1,919 890 803 1,693 
Water Heaters... 533 690 1,223 473 578 1,051 
Refrigerators. . 503 5,504 6,007 457 4,855 5,312 
Washers... 611 5,147 5,758 587 4,620 5 ,207 
lroners. 140 330 470 136 320 456 
Cleaners. . 116 1,463 1,579 98 1,659 1,757 
Radio Sets. . . 7 12,860 12,867 7 10,733 10,740 
Air Heaters. . 115 300 415 115 413 528 
1.E.S. Lamps. . 950 7,000 7,950 926 6,600 7,526 


Saturation and replacement figures represent percentages checked by actual sales. 
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continued in rural districts. Twenty- 
four of these shows were given, 95 
dealers participating in the accom- 
panying displays of radio equipment. 
Public attendance totaled 34,172. 

A number of ventilating fan instal- 
lations are reported, of which 20 are 
commercial and 22 in residences. Ten 
evaporative coolers were installed in 
customers’ homes. Other air condi- 
tioning information is not available. 

Plans for the coming year contem- 
plate a substantial increase in every 
item on the list. 


EASTERN OREGON . 


EXPECTED SALES—1940—PACIFIC 
POWER AND LIGHT COM- 


PANY TERRITORY 

Com 

pany Dealers Total 
eee 870 1,252 2,122 
Water Heaters 551 760 1,311 
Refrigerators 580 6,000 6,580 
Washers 696 5,600 6,296 
none 13,500 13,500 
Air Heaters... .. 120 350 470 


1.E.S. Lamps..... 1,000 


..$28 Per 


Home in Appliances 


6,320 residential electric customers of the 
Eastern Oregon Light & Power Company 
bought $175.000 worth of appliances 


HE Eastern Oregon Light and 

Power Company, serving the ter- 
ritory centering in Baker, Oregon, re- 
ports a range saturation which in- 
creased during the last year from 27 
per cent to 30 per cent. This company 
serves 7,530 meters in all, of which 
6,320 are residence customers. None 
of these are rural accounts, as these 
are classified under a distinct farm 
rate. The average annual kw.-hr. con- 
sumption per residence customer was 
910 kw.-hr. for 1939, an increase of 
60 kw.-hr. over the 1938 figure of 
850 kw.-hr. 

It is estimated that $175,000 was 
spent for electrical appliances for the 
home in this district, an average of 
$28 per wired home. General business 
conditions for the year are reported 
as fair, with unit sales of electric ap- 
pliances showing a slight decrease in 
most items. The power company sells 
no gas—indeed, the major fuels com- 
peting with electricity for cooking in 
this area are wood and coal. 

Range saturation for 1939 reached 
30 per cent, replacement sales amount- 
ing to 15 per cent. Water heater sat- 
uration was 8 per cent, with no re- 
placement sales. Other saturation 
figures were: refrigerators, 62 per cent 
(replacements, 50 per cent); radio 
83 per cent (replacements, 40 per 
cent); ironers, 8 per cent (replace- 


ments, none); cleaners, 80 per cent 
(replacements, 80 per cent); radio 
sets, 88 per cent (replacements, 60 per 
cent); air heaters, 10 per cent (re- 
placements, none); and I.E.S. lamps, 
50 per cent, with no replacement sales. 

Air conditioning installations are re- 
ported in the commercial field involv- 
ing six of the evaporative cooler type, 
one using refrigeration and one which 
included heat. 

Sixteen dealers serve the district, 
among which there are two department 
stores, two furniture stores, 2 mail 
order outlets, four independent electri- 
cal dealers, and six out stores of dif- 
ferent types handling electrical equip- 
ment. 

Plans for the coming year look for- 
ward to an increased business in al- 
most every line. 

(Continued on page 67) 


ESTIMATED SALES EXPECTED IN 
1940—EASTERN OREGON 


DISTRICT 

Com- 

pany Dealers Total 
175 75 250 
Water Heaters... 150 50 200 
Refrigerators 150 350 500 
Washers........ 70 450 520 
Sa 15 50 65 
850 850 
Air Heaters... .. 30 50 80 
1.E.S. Lamps..... 200 400 


UNIT SALES OF ELECTRIC APPLIANCES—EASTERN OREGON 


1939 
Company Dealers 
31 
Water Heaters. . ae 70 11 
Refrigerators............ 143 340 
Radio Sets....... 807 
Als Hleaters........... 20 40 
1.E.S. Lamps. . .. 200 300 
JANUARY, 


1938 

Total Company Dealers Total 
193 147 55 202 
81 71 19 90 
483 145 383 528 
419 16 436 512 
42 16 62 78 
184 26 91 117 
807 885 885 
60 11 21 32 
500 184 285 469 
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CHARLES PHELPS CUSHING 


seaTTLE...Lealer Business 


Better in 39 


81,000 residential customers of the City Department of 


Lighting have average annual consumption of 


1490 kw.-hrs. for ‘39, spent $6.00 per customer 


a good year”, with dealers sell- 


ing an increasing number of 
ranges and water heaters is reported 
from Seattle, Wash. The City of 
Seattle Department of Lighting, lo- 
cally known as “City Light”, serves 
81,000 residence accounts, of which 
3,331 may properly be called rural. 
This is an increase of 213 customers 
over 1938. Average annual consump- 
tion per residence customer is esti- 
mated at 1490 kw.-hr. for 1939, up 
rather more than 100 kw.-hr. from 
the 1938 figure of 1384 kw.-hr. The 
district served is metropolitan, with a 
supporting industrial development. 
Major competing fuel is gas. 

The department has no record of 
dealer sales, except of electric ranges, 
but reports that business for dealers 
has been definitely better than during 
the preceding year. Range sales for 
1939 amounted to 2361 through the 
lepartment, and 1200 by dealers, a 
total of 2,561. Last year’s department 
sales came to 2,158 ranges—up 9.4 
per cent this year. The water heater 
record was 1,369 sold by the depart- 
nent in 1938; 1,614 this year—an 18 
per cent increase. Total Light De- 
partment sales are estimated to come 


to $496,000, or $6.13 per domestic 
account. 

Of the 2,561 ranges, 27 per cent 
were replacement jobs. Estimated 
range saturation in Seattle is 46 per 
cent; water heater saturation about 28 
per cent. 

There are about 100 dealers in the 
Seattle territory, who handle far more 
electrical business than does the city 
department. Mail order houses prob- 
ably rank first in volume of sales, de- 
partment stores next, followed by 
furniture stores, with independent 
electrical dealers and others at the end 
ot the list. 

The city department employs fifteen 
domestic salesmen and two home serv- 
ice girls. The girls neither sell appli- 
ances, nor promote lighting sales, this 
being left to the illuminating sales di- 
vision of the Department. The De- 
partment offers a home planning 
service. The City has not pushed 
fluorescent lighting and air condi- 
tioning installations are not a matter 
of importance in this district. 

During 1939 an all-electric home 
building and manufacturing exhibit 
was held in the city’s Civil Auditor- 
ium, which was attended by over 
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80,000 persons. Weekly cooking 
schools were held in the department’s 
own centrally located auditorium, or 
in outlying districts under joint spon- 
sorship with local dealers. 

Two major water heating cam- 
paigns were held to acquaint the 
public with the advantages of electric 
water heating. In promotion of elec- 
tric ranges, a range or water heater 
wiring subsidy was offered to all who 
purchased either of these appliances, 
whether through the department or a 
dealer, making the net cost to the cus- 
tomer $15 for wiring. 

A monthly bulletin is now being 
issued by the Department and mailed 
to all customers with the light bills, 
giving timely hints on the uses of 
electricity and other information of 
general interest to those using elec- 
trical equipment. 

Rates were reduced during the year, 
cutting the first block of 40 kw.-hr. 
from 5¢ to 44¢ and reducing the 
next block at 2¢ from 200 kw.-hr. to 
180 kw.-hr. 

By way of dealer education, the 
City Light furnishes dealers with 
printed information on electrical uses. 
A pamphlet has been printed by the 
department promoting adequate wir- 
ing and the use of electric appliances 
under the caption “Electrical Tips at 
Your Fingertips”. Distributors ar- 


ranged pep and instruction meetings 
with dealers during the year to pro- 
mote the sale of electrical merchan- 
dise. 

Says P. C. Spowart, sales manager, 
“The sales of major appliances by the 
City and by the dealers to customers 
on our lines have been greater in 
number than in any time in the past; 
this includes automatic storage water 
heaters. Sales of electrical appliances 
which we do not carry also have 
shown a healthy increase during the 
past year. 

“One of the most favorable trends 
ot the past year has been the closer 
relationship between this utility and 
the dealers. This cooperation has en- 
abled the dealers to sell twice as many 
major appliances as in other years. 
City Light has in no way subsidized 
the dealers, nor do they expect such 
paternalism; but they do expect and 
we do give their customers the same 
consideration as we give our own, 
thereby putting their customers on 
the same basis as ours. We consider 
our dealer set-up increasingly satis- 
factory and are anticipating a year of 
exceptional activity on the part of the 
dealers.” 

The Department itself has set a 
quota for 1940 of 3,000 ranges and 
2,000 water heaters, adding a tentative 
dealer quota of 1,500 ranges. 


EWING GALLOWAY 


spoKaNnE...High Kilowatt- 


Hour Use 


66,375 customers of the Washington Water Power Company 


have an average annual consumption of 2,067 


kw.-hrs.; bought $3,750,000 in appliances in ‘39 


Fae of the highest records in the 
country in average annual kw.-hr. 
consumption per residence customer is 
reported from eastern Washington, 
where the Washington Water Power 
Company serves 68,500 residence cus- 
tomers in Spokane and the surround- 
ing agricultural territory. Last year’s 
record of residence customers served 


was 66,375, showing an increase of 
2,125 in the year. Of these homes, 
about 5,800 are in rural districts. 
Average annual kw.-hr. consumption 
per residence customer for 1939 was 
2,067 kw.-hr., an increase of 85 kw.- 
hr. over the 1938 record of 1,985. This 
is in a territory where there is a 35 
(Continued on page 70) 
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the SUREST, STEADIEST food protection 
temperature control in any home refrigerator 


.- plus striking new beavty in interior design ...adds up te a new seles-winning combinotion for 1940 


TRUE-TEMP CONTROL Iets user FIBERGLAS INSULATION is 10% 


dial exact temperature—holds it more efficient than previous insula- 
true no matter how hot the tions—holds its efficiency for life. 
kitchen gets. 


HUMIDITY FOR MEATS averages HUMIDITY FOR FRESH FRUITS 


85% in the big new sliding MEAT- AND VEGETABLES averages 90 to 
KEEPER with crystal clear win- 95% in the big glass-top Humi- 
dow-front. drawer. 


FROZEN FOODS in liberal quan- MILK AND VEGETABLES are 


tities can be safely stored in the protected by extra cold but not 
double-height top compartment of freezing temperature in the large 
the Super Freezer. milk compartment. 
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1940 


MICARTA DOOR LINER is 6 times 
more resistant than steel to heat 
penetration—com bines lightness 
with rigid construction. 


LEFTOVER DISHES of Peasant- 


ware are Hall Oven China. Set in- 
cludes 2 leftover dishes, 1 butter 
dish, 1 water server. 


It takes 
TRUE-TEMP CONTROL 
tow OPERATION 

is bi 
sales advantage with the meceb TRU-ZONE COLD 


Economizer Sealed-in Mecha- 
nism, improved for 1940, 
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per cent saturation of electrical 
ranges and 25 per cent of water heat- 
ers. Domestic rates were lowered dur- 
ing the year. 

It is estimated that $3,754,740 was 
spent last year for electrical appli- 
rritory, 90 per cent of 


it being accounted for by dealer sales. 


ances in this te 


This represents $54.81 spent by every 


home on the lines 

General business conditions in the 
district are reported as fair—and in 
accordance with this, unit sales of 
electrical ipp! unces show an increase 
in every item over last year. 

Replacement sales are reported for 
both dealers and power company, the 
utility handling the greater number 
of replacements ym electric ranges, 
the dealers more on water heaters and 
washing machines. 


ESTIMATED PERCENTAGE OF 
REPLACEMENT SALES—1939 


Power 
Company Dealers 
Ranges 45 25 
Water Heaters 10 20 
Refrigerators 30 30 
Washers. . 50 70 
lroners 50 50 
Air Heaters 50 50 
1.E.S. Lamps 70 70 
On 1 ed and fifty dealers serve 
Ms ritory, the department stores 
eng ) ip the most important 
utlet é indpoint of volume 
fs Independent electrical dealers 


t, with furniture stores third 
houses fourth on the 


list. Stores of other types are last. 

rhe utility emplovs 55 salesmen in 
the dome 1 and 27 home service 
g who do no selling. They do pro- 
note shting sales through company 


the 


responsible for 


During past 


con- 


ducting 1,026 cooking and lighting 
demonstrations to a total of 61,407 
pt ple 

Phe Inland Empire Electrical 


Equipment Association is the inde- 
pendent promotional organization 


which is supported by the power com- 
pany ind other branches of 
lustry to furt 


in- 
her appliance selling. It 
handle the trade-in prob- 


lem and other 


the 


Pproviems 


of industry 
concern and promotes use-advertising 


paid for by the utility. A community 
supported bureau, to which the power 
company and dealers both subscribe 
is the kitchen-planning agency for this 
region. 

No change is contemplated in the 
present dealer cooperation set-up, ac- 
cording to Lewis A. Lewis, assistant 
general manager of the Washington 
Water Power Company, although the 
power company may be somewhat 
more active in the sale of major appli- 
ances during the coming year. “There 
may be a slight tendency toward an 
endeavor to increase our gross mer- 
chandise sales,” says Mr. Lewis, “but 
without in any way hurting the very 
fine activity of the dealers in this ter- 
ritory.” 

During the past year a change in 
residential rates included an optional 
combination residential rate which 
for the installation of an 
automatically controlled water heater 
of standard specifications. Says Mr. 
Lewis, “The possibilities of water 
heater sales brought out by this com- 
bination rate stimulated dealer 
activities. A policy of proper installa- 
tion of water heaters has been adopted 


provides 


} 
nave 


by the company, whereby the company 
will, at a relatively low cost, namely 
$15, completely install a standard 
automatic water heater, the work to 
be done by contractors, and will in- 
sulate all exposed hot water pipes so 
as to give the customer the greatest 
water heating efficiency. Any dealer 
who actively displays and sells water 
heaters is included in this program.” 

Air installations re- 
ported include 725 attic fans in resi- 
dences, 


conditioning 
111 home evaporative coolers 


and 1,398 oil burners and stokers in- 
stalled in residences. 


EXPECTED SALES OF ELECTRIC 


APPLIANCES—1940—W 
INGTON WATER POWER 
TERRITORY 
Power 

Com- 

pany Dealers Total 
SEE 1,100 2,500 3,600 
Water Heaters... 1,800 1,200 3,000 
Refrigerators... . 330 7,500 7,830 
Washers....... 250 6,300 6,550 
lroners 60 400 
.... 23,700 23,700 
Air Heaters... . 150 1,350 1,500 
1.E.S. Lamps.... 2,500 13,000 13,500 


UNIT SALES OF ELECTRICAL APPLIANCES—WASHINGTON WATER 
POWER COMPANY TERRITORY 


1939 1938 
Company Dealers Total Company Dealers Total 
Ranges... 815 1,879 2,694 721 1,535 2,256 
Water Heaters. 1,392 983 2,375 826 765 1,591 
Refrigerators. . 258 7,252 7,510 118 6,390 6,508 
Washers... . 120 5,728 5,848 116 4,971 5 ,087 
lroners 45 350 395 42 332 374 
Cleaners 4 2,663 2,667 8 2,482 2,490 
Radio Sets.. . ead 21,460 21,460 cal 16,659 16,659 
Air Heaters. 125 1,250 1,375 152 1,153 1,305 
1.E.S. Lamps 3,910 11,803 15,713 5,656 9,963 15,619 


Saturation figures are given for 1939 as 


35 per cent for electric ranges, 25 per cent for 


water heaters and 30 per cent for electrical refrigerators. 
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tacoma...OSdles Up 50 Per 
Cent Over 38 


32,825 residential customers of the City Light Division had an 


annual average consumption of 1,900 kw.-hrs. in 1939 


HE city of Tacoma, Washing- 

ton is credited with being one 
of the spots in the country where 
electricity receives its most intensive 
use in the home. The Light Division 
of the Department of Public Utilities 
serves 32,325 residence customers, 
about 7.75 per cent of whom are in 
suburban districts, the remainder 
being city dwellers. Growth in meters 
over Dec., 1938 was 905, or about 
3 per cent. Lumber and chemical in- 
dustries characterize the district and 
during 1939 business conditions on the 
whole have been good. Gas and coal 
are the fuels which offer the major 
competition to electricity. 

Impressive is the estimated average 
kw.-hr. consumption per domestic con- 
sumer for 1939, which it is figured 
will have reached a total of 1,900 
kw.-hr. by the end of the year. Last 
year’s figure was 1,804 kw.-hr., one 
of the nation’s highest. 
96 kw.-hr. 

The City department estimates the 
present saturation of electric ranges 
on its lines to be 39 per cent, and of 
electric water heaters, both tank and 
side arm types, to be 35 per cent. Of 
electric ranges sold during the past 
year 60 per cent went into the homes 
of new customers, while 40 per cent 
were replacement sales. Twenty 
seven per cent of the water heater 
sales were replacements. 

Among dealers, department stores 
rank first in the order of importance 
in their electrical sales, furniture 
stores next, mail order houses third, 
with straight electrical dealers and 


Increase was 


JANUARY, 


other stores following. The depart- 
ment has no record of dealer sales. 

The department employs 5 domestic 
salesmen and two home service girls 
The girls do no selling, but they do 
help in promoting electric lighting in 
the home. Commercial salesmen do 
some lighting promotion also, turning 
business over to the dealers. 

During the past year the Lighting 
Department has conducted two major 
newspaper cooking schools. It also 
aids dealers through club demonstra- 
tions of electric ranges, offering a 
luncheon program, of which the de- 
partment furnishes a portion of th 
menu, followed by promotion talks 

At the beginning of 1939 the city’s 
rates, already among the lowest in 
the country were further lowered for 
most domestic customers as a result 
of eliminating the floor measurement 
basis of applying schedules. 

Sales of the major electrical appli- 
ances during 1939 were fifty per cent 
above those of last year. Whereas the 
total sale of electric ranges for 1938 
was 1,000, (650 by the department, 
350 by dealers) in 1939 the depart- 
ment sale of ranges was 1,000, while 
dealers sold 500, a total of 1,500. 
Electric water heaters showed an even 
greater proportional increase. In 
1938 the department sold 250 water 
heaters, dealers 125, a total of 375 
water heaters. In 1939 the depart- 
ment sold 400 water heaters, the dea!- 
ers 200, or together they reached a 
figure of 600 water heaters, very 
nearly twice the previous record. 

(Continued on page 74) 
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PROVE 


Invites 30 million families to see the new 
UNIVERSAL ELECTRIC RANGES 


on your Display Floor in a smashing 


PROMOTIONAL CAMPAIGN! 


We've got the range for ‘40! And—to 
make more profits for you—the sen- 
sational new 1940 UNIVERSAL is 
backed by a dynamic publicity pro- 
gram featuring the UNIVERSAL 
National Campaign in leading 
women’s magazines... PLUS a tie-in 
with Modern Kitchen Bureau's na- 
tional and local advertising pro- 
gram ...PLUS newspaper advertise- 
ments in major markets from coast 
to coast .. . PLUS cooperative ad- 
vertising—radio—billboards— direct 


See on the better models the new Mult-l-Heat 
surface control with over 101 different heats 
—the first time on any electric range. 


Prospects will sell themselves 
with the Stop Watch Test right in your store 


SELL ON PROOF! UNIVERSAL’S Stop Watch Test 
proves UNIVERSAL'S outstanding superiority. Simple, 
dramatic store demonstration proves new unit speed 
Proves new oven speed. Customers convince 


themselves! 


PICTURE- 
FILMS AND }: 
A VISUALIZERS /- 


Wire or write today for full details 
on this new profit-builder. 


{UNIVERSITY 
SALES TRAINING 
COURSE 


mail campaigns — color-action win- 
dow displays—and other traffic- 
building point-of-sale-publicity. 


And that isn’t all—! There are 
the famous UNIVERSAL University 
Sales Training courses... picture- 
films ... visualizers—and many ad- 
ditional sales promotion aids to help 
you to bigger profits with this star- 
tlng new 1940 UNIVERSAL — the 
nation’s fastest range. 


— 


UNIVERSA 


Philadelphia lo quires 
© 


( ADVERTISING 
MALOR / 


NATIONAL 
ADVERTISING 
CAMPAIGN 
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COOPERATIY 
ADVERTISINI 
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CHARLES PHELPS CUSHING 


puGET sounp... Western 
Washington Reduces Rates 


179,450 residential electric customers of the Puget Sound 


Power & Light Company bought over $3,000,000 worth 
of appliances, upped kw.-hr. use to 1,315 kw. hrs. 


| § central and western Washington 
the Puget Sound Power and Light 
Company serves 196,000 customers. 
Of these, 172,450 are classified as 
residence customers, among which are 
86,500 rural The average 
kw.-hr. consumption for residence cus- 
tomers during 1939 was 1,315 kw.-hr., 
as compared with 1,256 for 1938. The 
company made a substantial reduction 
in domestic rates during the 
effective September 1. 


homes. 


year, 


The estimated total 


do- 


mestic appliance business in the terri- 


volume of 


tory, including dealer and company 
sales, was $3,322,938, of which dealer 
sales represent 82.38 per cent of the 


total. This 
penditure of 
served. 


means an average ex- 
$19.31 for every home 
The company has kept an 
accurate account of ranges, water 
heaters and refrigerators sold by both 
company and dealers, but the dollar 
value of other appliances has had to 
be estimated. 

The power company appliance sales 
for 1939 totaled 5,095 units, of which 
ranges amounted to 2,586, water heat- 


ers 1,873 and refrigerators 636. 
Dealer sales of major appliances 
amounted to 13,355 units, of which 
refrigerators were the largest item, 
being 9,858. They sold 2,576 ranges 
and 921 water heaters during the 
year. Total sales by both dealers and 


company of ranges, water heaters and 
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refrigerators amounted to 18,450 units 
for 1939, as compared to 15,206 for 
1938. 

The company merchandising activ- 
ity was carried on by 30 outside mer- 
chandise salesmen working through 56 
offices located throughout the terri- 
tory. Replacement sales for electric 
ranges amounted to 36.4 per cent, 
while water heater and refrigerator 
replacements amounted to 8.7 per cent 
and 5.9 per cent respectively. The 
electric range saturation in this terri- 
tory at end of 1939 had reached 28 
per cent, with 12 per cent for water 
heaters and 36 per cent for refrigera- 
tors. 

The outstanding company merchan- 
dise campaign for the year, according 
to Patrick Johnson, general sales 
manager, was the President’s Quiz, in 
which 534 water heaters, 637 ranges 
and 205 refrigerators were sold dur- 
ing the period from May 8 to July 1. 
The individuals participating in this 
campaign were qualified to answer 
questions relative to the company and 
facts about the Pacific Northwest, for 
which prizes were given to those 
the most questions cor- 
rectly. The entire program was term- 
inated by a final quiz contest which 
was broadcast. This feature of the 
campaign aided materially in creating 
enthusiasm and interest. 

Company sales of water 


answering 


heaters 


may be made on terms as long as 36 
months, with a minimum down pay- 
ment of $5.00. Ranges and refrigera- 
tors may be sold on terms as long as 
two years, with a minimum $5 down 
payment. The Puget Sound company 
has adopted the EHFA dealer plan 
for financing of both appliances and 
wiring. It has proven to be very 
successful in assisting approved deal- 
ers with their financing problems. 

Of long standing interest is the 
“All-Industry Lighting Conditioning 
Program” which has been a fall cam- 
paign of the power company for some 
years, designed to stimulate interest 
in the sale of all types of lighting 
equipment by the dealers in their 
territory. One of the features of this 
program is the dealers’ I.E.S. window 
display contest, for which the Puget 
Sound Power & Light Company pro- 
vides twenty-one prizes. Slide films 
with men and women characters 
using backstage microphone and 
voice amplifiers brought a carefully 
prepared script to the audiences at 
the twelve dealer and employee meet- 
ings which were held, while a visible 
master of ceremonies conducted the 
program and interviews. It was ex- 
pected that 23,000 lamps would be 
sold. 

Plans for 1940 include an estimate 
of company and dealer sales of the 
major appliances to total 5,600 ranges, 
3,400 water heaters and 10,880 re- 
frigerators, of which dealers are ex- 
pected to sell 3,000 ranges, 1,100 
water heaters and 10,200 refrigera- 
tors. The power company anticipates 
that 24,000 I.E.S. lamps will be sold 
by dealers during the coming year. 

The Puget Sound Power and Light 
Company employs 30 salesmen in the 
domestic field and has 16 men devot- 
ing their time to commercial and in- 
dustrial sales. In 1939 this activity 


added 2,780 kw. of load, representing 
$110,000 in estimated annual revenue. 
Special emphasis is to be placed on 
small commercial customers in 1940. 
The company will continue to pro- 
mote fluorescent lighting in cases 
where it is particularly beneficial to 
the customer. Wherever fluorescent 
lighting is to be considered, a com- 
plete lighting and economic analysis 
is provided. 

There are 17 home service girls in 
the employ of the company, who do no 
direct selling, but who do include the 
promotion of lighting among their 
activities. They cooperated last year 
with one of the manufacturers in their 
nationwide empty socket inventory 
survey. Over 400 surveys were made 
in the Puget Sound area. They fol- 
low up all sales of major appliances, 
give demonstrations and _ cooking 
schools, cooperating with newspapers 
and at local fairs, and before women’s 
clubs and school classes. Kitchen plans 
were drawn by the kitchen planning 
section for a large number of homes 
in the territory. 

The farm electrification department 
was responsible for the company’s dis- 
play at the Puyallup Fair, which was 
attended by 265,000 people. In addi- 
tion to the farm contact work carried 
on by this department, several new ap- 
plications for electricity on the farm 
were developed during the year, 
among which are the poultry waxer, 
electric field cultivator, and the elec- 
tric clothes dryer. 

Says Patrick Johnson, general sales 
manager, “The prospects for 1940 in 
the Puget Sound area are particularly 
bright. The lumber and allied indus- 
tries are for the most part working at 
full capacity, and if this continues we 
believe that it will have a very bene- 
ficial effect upon electrical merchan- 
dising sales for this coming year.” 


...526 Per 


Residence Customer 


9,600 domestic customers of the Grays Harbor Ry. & Light Co. 


bought $250,000 worth of appliances from 10 dealers in ‘39 


BOUT a year ago the Grays 
Harbor Railway and Light Com- 
pany, serving Aberdeen, Washington 
discontinued its merchandising depart- 
ment and since that time has been 
cooperating with local dealers. The 
company serves a primarily urban dis- 
trict located in a territory of which 
the principal industry is lumber. As 
of December, 1939 total domestic cus- 
tomers are estimated as 9,600, of 
whom about 340 may be classified as 


JANUARY, 


rural. The average annual consump- 
tion per domestic consumer was 650 
kw.-hr. for 1939, up 32 kw.-hr. over 
the 1938 figure of 618 kw.-hr. 

There are ten dealers serving the 
district and between them they did an 
estimated business in electric appli- 
ances of $250,000, or an average of 
$25,000 gross sales per dealer. This 
represented an average expenditure of 
$26 per residence customer for elec- 

(Continued on page 76) 
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| A Little Discovery Helped 
Me to Go Way Over My Quota” 


“UNTIL RECENTLY I thought that 
the only important points to stress in 
selling refrigerators to women are facts 
about the freezer, vegetable drawers, 
shelves, finish and the like.”’ 


Electric it helped close the sale.”’ 


NEVER talked much about the “WOMEN KNOW that G-E name— 


But then a few weeks ago I and are sold on it. They know—from 
discovered that by mentioning that the experience—that they can depend on 
motors on my refrigerators are General General Electric motors.”’ 


G-E Motors Help Make Sales Easier 


When dealers sell appliances equipped with G-E motors, 
they have a good start down the road to a sale. Why? 
Simply because there are millions of G-E motors already 
giving good service to appliance users. And that means 
that when these users are in the market again they will 
naturally favor those appliances equipped with G-E 
motors. Their friends prefer G-E motors, too, for they 
have heard of their dependability and economical operation. 


Preference for General Electric 
Motor buyers were asked, ‘“‘Taking into consideration 
quality, price, and service, when you are again in the 
market for motors and control, which manufacturer will 
you ask for quotations?” 
The first choice of 10,000 buyers: 


55.5 per cent General Electric 2.0 per cent Manufacturer C 
20.0 per cent Manufacturer A 1.6 per cent Manufacturer D 
2.7 per cent Manufacturer B 18.2 per cent All Others 


“SO I’VE cashed in on that fact by 
always mentioning the G-E motor. It 
has helped close a lot of sales for me— 
so many that I’m leading our district 
in sales this month.”’ 


More than a million G-E capacitor motors 
are now in use on domestic refrigerators 
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trical app during year. by appliance manufacturers. Trade-in 
Among the dealers, the mail order problems are handled by the indi- 
lepartment store probably did the vidual dealers. Some of these offer a 
g volume of electrical business, kitchen planning service to customers. 
| by T furniture Owing to the fact that a public 
dealers and other utility district in the county contem- 
plates the acquisition of the Grays 
I y employs no salesmen, Harbor Railway and Light Company’s 
t has one | e service girl who fol- electrical facilities, no comprehensive 
ip dealer sales and aids in their dealer cooperative plan has been pos- 
n. The only deal sible and no definite plans are made 

he district is done for the future 


BRITISH COLUMBIA-VANCOUVER ... 


Sales Going to Dealers 


90,000 domestic customers in the Vancouver branch of the 
British Columbia Ry. & Light Company bought $1,800,000 
worth of appliances in ‘39, upped kw.-hr. use to 1,025 


EWING GALLOWAY 
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UNIT SALES OF ELECTRIC APPLIANCES—VANCOUVER, B. C., DISTRICT 


1939 1938 
Company Dealers Total Company Dealers Total 
430 525 955 408 391 799 
Water Heaters........... 115 nee 115 116 aoe 116 
Refrigerators............ 425 1,490 1,915 488 1,438 1,926 
. 398 2,300 ,698 786 2,138 2,924 
70 40 110 168 105 273 
450 900 1,350 725 600 1,325 
RES 300 9,511 9,811 1,015 9,266 10,281 
450 no report 382 no report 
2,500 5,000 7,500 2,500 5,000 7,500 
Estimated 


HE British Columbia Electric 

Railway Company, Ltd. last year 
discontinued the sale of radio and 
home laundry equipment, on a gradual 
schedule, turning this business over to 
dealers. With this change in mind, it 
can be said that business for the year, 
in spite of war conditions, was better 
than for 1938. 

Reports are made separately from 
the two divisions, centering in Van- 
couver and Victoria. The Vancouver 
branch of the company serves 105,875 
meters in all, of which 90,000 repre- 
sent domestic customers. This is 2,000 
more than in 1938. Of these, approx- 
imately 8,500 are rural homes. The 
average annual kw.-hr. consumption 
per residence customer for 1939 was 
1,025 kw.hr. This is an increase of 
only 22 kw.hr. over the 1938 figure of 
1,003 kw.-hr., but because of a change 
of policy which involved the discour- 
agement of flat-rate immersion elec- 
tric water heaters, for which gas 
water heaters are being substituted on 
the rental plan, the true picture of 
increase in metered load is not indi- 
cated. The utility sells manufactured 
The chief competitive fuel in the 
territory is sawmill waste. 

A rough estimate of electric appli- 
ance sales for 1939 places the total at 
about $1,800,000, of which dealer sales 
represent 77.5 per cent. This is an 
expenditure of $18.50 per 
metered home. 

Unit electric appliances 
compare favorably in most cases with 
those of 1938, except in those items 
in which the power company has 
ceased to give active leadership. 

Out of a total of approximately 120 
cooperating dealers, there are 85 who 
sell electrical equipment exclusively, 
with no gas equipment. Among this 
group the combination hardware and 
electrical stores and electrical con- 
tractors account for approximately 50 
per cent of the sales. Straight electric 
appliance dealers do another 40 per 
cent of the business, furniture stores 
about 7 per cent, while the remainder 
is reported from the two department 
stores who send in their records. If 
small appliance sales were included in 
all these reports, probably a slightly 
higher percentage should go to the 
department store outlets. 

The power company employs 27 
salesmen in the domestic field and 


gas. 


average 


sales of 


four home service girls. The home 
service staff does no selling, but does 
lighting promotion in the home. The 
utility furnished kitchen planning 
service to customers. 

Saturation figures indicate about a 
14 per cent saturation for electric 
ranges. 


REPLACEMENT AND SATURATION 
PERCENTAGES — VANCOUVER — 


1939 
Estimated 
Percentage Estimated 
Replace- Saturation 
mentSales, Per Cent, 
1939 1939 
Water Heaters..... 10 3 
Refrigerators....... 4 12.5 
60 45 
lroners. . . . nil 2.7 
55 68 
Radio Sets........ 80 82 
1.E.S. Lamps....... nil Not known 


Outstanding promotions during the 
year included the Magic Kitchen dis- 
play, a regular series of city and rural 
Homemakers’ and domestic 
and rural exhibits at the annual Cana- 
dian Pacific Exhibition. 

The annual Employees’ Lamp Globe 
Contest this year resulted in a dollar 
volume of $9,300 in lamp sales, with 
an added wattage of 3,052,500 watts 
The annual campaign during what is 
known as President’s Month is also 
an employee selling event, held this 
year during the month of May. Load 
building bonuses and prizes were 
awarded for every major sale and a 
cup and saucer was given to the em- 
ployee submitting a prospect later sold. 
The theme of the campaign this year 
was a Trans-Canada Air Derby, each 
branch being represented by a plane. 
A large map in the lobby with indirect 
lighting kept the employees informed 
of progress. 

No major changes were made in 
the dealer set-up during the year, 


classes, 


other than the discontinuance of 
power company selling of laundry 
equipment and radios. Results of 


this are being watched with interest. 
A cooperative committee set up a 
valuation book on range trade-ins 
which was adopted with a trade-in 
agreement by dealers and did much to 
make trade-in practices more uniform 
(Continued on page 79) 
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advertising, which, with the grouping 
of dealer and distributor ads, makes 
an impressive barrage. 

The power company held its annual 
sales classes during the winter months 
in the form of a two-day school held 
at the Hotel Vancouver. In addition, 
dealers’ meetings are held from time 
to time in connection with special 
promotions. 

“During the coming year no major 
changes in policy are contemplated”, 
says J. H. Taylor, chief clerk of the 
merchandise department, “but one or 
two minor adjustments are being con- 
sidered, mainly the scaling down of 
installation concessions on electric 
ranges. We are also trying to work 
out some arrangement whereby we 
can cooperate more closely with deal- 
ers in their advertising.” 


RICT throughout the territory, although the 
situation is still not regarded as 
Wentirely satisfactory. 
ital [he cooperative promotional organ- 
799 ization of distributors and dealers 
was organized as the Home 
Appliance Council has outlined a 
273 series of promotional campaigns cov- 
|,325 Bering ranges, radio, refrigeration and 
_ laundry. The second annual radio 
1,500 |promotion is now in process of form- 
ulation. In addition to this, a success- 
eport. home laundry campaign was 
Fcarried out earlier in the year. The 
4 council elects its own officers and 
Foperates on the basis of contributions 
home |§solicited from distributors and dealers 
does Fto cover the $300 or $400 expended 
The |}on window and store display material 
nning |}for each campaign. The power com- 
pany contributes its own new business 
out a 
ectric 
TON 
— 
rated 
ation 
Cent, 
139 
} 
2.5 
} 
2.7 
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known 
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Load 
were 
and a 
ne em- 
sold 
is year & 
y, each Victoria division of the 
plane. British Columbia Electric Rail- 
ndirect Pway Company, Ltd. serves 23,506 
formed Picustomers on Vancouver Island, 
. 19000 of them residence customers. 
ade in PAhout 3,000 of these are rural homes. 
year, The average annual kw.-hr. consump- 
ce per residence customer for 1939 
aundry was 780 kw.-hr., up 19.4 kw.-hr. from 
alts Of Pithe 1938 record of 760.6 kw.-hr. Resi- 
nterest. Pidential rates were reduced during the 
up 4 Byear by 4¢ per kw.-hr. in the first 
‘ade-ins Bblock, dropping to a low figure of l¢ 
rade-in Bifor the third block in city areas. 
nuch to During the past year some $250,000 
Imit0r™ Bwas spent in this district for electrical 
}ppliances, 75 per cent of the business 
ISING 


CHARLES PHELPS CUSHING 


vicroria, B.c.... BUSINESS 


19,000 residential customers of the British Columbia Electric 
: Railway Company spent $250,000 on appliances in 1939 


passing through dealer channels. This 
represents an expenditure of about $13 
per wired home. In most lines, the 
1939 sales were slightly lower then 
1938, but in the radio field the dealers 
definitely did a better job than the 
year previous. General business in 
this territory is reported as having 
been fair. The company sells manu- 
factured gas. Chief competing fuel is 
coal and oil. 

Twelve dealers serve this region, 
independent dealers doing the largest 
part of the business, with department 
stores, furniture stores and others fol- 
lowing in the order named. Mail order 
houses are not represented in the 
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UNIT SALES OF ELECTRICAL APPLIANCES—VICTORIA, B. C. 


1939 1938 
Company Dealers Total Company Dealers Total 
67 19 146 75 14 149 
Water Heaters 15 18 27 6 33 
Refrigerators............ 70 321 391 71 277 348 
496 496 79 423 502 
10 10 10 12 22 
86 86 104 138 242 
1,705 1,705 106 1,459 1,565 
Air Heaters............. 42 41 93 134 


35 07 1 
The sale of trade-in appliances is not included in these figures. 


electrical field in this particular area. 

The utility employs 4 domestic 
salesmen and 3 home service girls. 
One girl is employed in the home 
lighting field. 

Plans for the coming year are based 
on an expected increase in almost 
every item. 


EXPECTED SALES ELECTRICAL 


APPLIANCES—1940— 
VICTORIA, B. C. 

Power 

Com- 

pany Dealers Total 
eee 75 87 162 
Water Heaters. . . 15 3 18 
Refrigerators... . . 75 350 425 
550 550 
lroners 13 13 
Radio...... a 1,875 1,875 
Air Heaters... . 65 118 183 


Plans for 1940 take into account the 
probable effect of the war on local 
conditions. 

Slight changes are planned in the 
company’s dealer cooperative pro- 
gram. Advertising bonuses of $5 on 
ranges and $2 on electric refriger- 
ators paid on the basis of sales re- 
main the same, but are to be paid only 
on evidence that advertising to this 
amount has been used. The $1 bonus 
paid to dealers making their monthly 
sales reports will be paid only when 
the dealer sales reported are in excess 
of $25 during the month. The range 


wiring allowance to customers, which 
has been $35, has been reduced to 
$25 contributed by the B.C. Electric 
Railway Company, Ltd., toward the 
cost of range wiring. Similarly the 
allowance made by the company to- 
ward the expense of wiring a new 
home when the customer has been 
using electric range service for five 
years or over is reduced from a 
former $17.50 to $15 toward the wir- 
ing cost. The company still allows a 
free tie-in of a replacement range to 
existing wiring where the cost does 
not exceed $4, but has eliminated this 


EXPECTED SALES BY POWER 
COMPANY AND DEALERS 
IN 1940—VICTORIA, B. C. 


Com 
pany Dealers Total 
Reness......... 410 525 935 
Water Heaters... 110 None 110 
Refrigerators... . . 460 1,550 2,610 
Washers........ *50 3,000 3,050 
lroners. .. 100 120 
None 9,500 9,500 
Air Heaters... .. 500 No estimate 
ae 2,500 5,000 7,500 
* Clearance stock. 


and also the bonus to dealers on the 
sale when a duplex home is involved. 
The company still allows a $20 trade- 
in for the old electric range in cases 
where a new range, valued at $100 or 
more, is purchased. This applies to 
sales made by the company’s own 
merchandise department and by all 
recognized dealers. 


montana...Dealer Sales 


Big Factor 


69,000 domestic electric customers of the Montana Power 


Company bought $230,000 in appliances in 1939 


EALER sales _ outnumbered 
power company selling in every 
item of electrical merchandise during 
the past year in the territory served 


by the Montana Power Company. 
General business conditions in this 
mining and agricultural area were 


only fair for this period but electrical 


sales were definitely above 1938 and 
plans for 1940 look forward to a 
steady improvement. 

The company serves 69,000 resi- 
dence customers, an increase of 1,255 
over the 1938 figure of 67,745. This 
does not include the farm customers 

(Continued on page 80) 
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served, which numbered about 2,900. 
The averag innual kw.-hr. con- 
sumption residence customer was 
870 kw f 1939, up 31 kw.-hr. 
over the 1938 figure of 839 kw.-hr. 
No figure i available to indicate 
the total money spent last vear in this 
territory electrical appliances, but 
power company sales are estimated to 
have reached a total of $230,000. The 
sale of electrical appliances by units 


as included in dealer reports suggests 


the greatly increased total which an 


estimate of the value of these appli- 
ances would add. 

Saturation of electric ranges in this 
territory is estimated at 20 per cent, 
of refrigerators, 50 per cent. Replace- 
on ranges are probably in 


neighborhood of 20 per cent, with 


ment sales 
the 


a 5 


per cent estimate given for re- 
placement sales on refrigerators. The 
power company sells natural gas as 


well as electricity. Coal is the major 
competing fuel 
There are 200 electrical dealers in 
the Montana Power Company area, 
independent electrical dealers taking 
the outstanding role in the selling pic- 
ture, with other types of sales outlet of 
secondary 


importance. 


The company employs 34 salesmen 


in the domestic field and 15 home 
service girls. The home service staff 
does no selling, but does promote 
| 

lighting sales. During the past year 
the company feels that a substantial 


CUSHING 
PHOTO 


increase in load has been effected as 
a result of its lighting program, re- 
flected in actual revenue. Great pro- 
gress has been made in winning the 
cooperation of architects, contractors 
In 
the matter of fluorescent lighting, the 
has pursued a_ cautious 
policy, most fluroescent installations 
at the present time being in the form 
ot plus lighting. 


and others in strategic positions. 


company 


PLANS FOR 1940 APPLIANCE 


SALES—MONTANA 

Com- 

pany Dealers Total 
Ranges....... 882 981 1,863 
Water Heaters 186 157 343 
Refrigerators 408 6,604 7,012 
Washers. 7,425 7,425 
lroners. . . . 50 50 
Radio ... 17,811 17,811 
Air Heaters 100 1 
1.E.S. Lamps 4,187 10,000 14,187 


There were a number of evaporative 
cooler installations reported from this 
territory during the past year—25 in 
the home field, 212 in commercial 
plants. Air conditioning involving 
refrigeration was installed in 60 com- 
mercial establishments. Fifteen attic 
fans were reported from homes. 

In general, the latter part of the 
year showed a decided improvement 
over the first six months and this 
better outlook is expected to continue 
through 1940, 


SALE OF ELECTRICAL APPLIANCES BY UNITS—MONTANA POWER 
COMPANY TERRITORY 


1939 

Company Dealers 
Ranges 489 793 
Water Heaters 79 92 
Refrigerators 446 5,546 
Washers... 0 6,009 
Cleaners 16 2,374 
Radio Sets 0 17,292 
Portable Lamps 2.912 12,376 


Other Appliances 


PAGE 80 


1938 
Total Company Dealers Total 

1,282 450 Not available 
171 91 
5,992 585 
6,009 81 
2,390 223 
17,292 0 
15,288 1,785 
3,988 


utaH... Conditions 
Improved Over 1938 


103,187 residential customers of the Utah Power & 


Light Company spent $6,000,000 on appli- 


ances in ‘39 an average of $59 per customer 


ENERAL business conditions in 

the territory served by the Utah 
Power Company and the Western 
Colorado Power Company were im- 
proved over those of last year—and 
electrical reflected this better- 
ment. Both agricultural and mining 
are important industries in the back- 
ground area which the company serves. 
With a total of 116,806 customers as 
of October, 1939, 103,187 were listed 
as residence customers. The corre- 
sponding figure for 1938 was 100,879, 
an increase of 2,308 residence cus- 
tomers for the ten months. Of the 
total 1939 residence listing, 17,286 
were rural customers. The average 
annual kw.-hr. consumption for resi- 
dence cutomers for 1939 was 1,126 for 
residence meters, 993 for farm meters. 
The corresponding figures for last vear 
were 1,068 kw.-hr. and 920 kw.-hr. for 
farm customrs respectively. 

A rough estimate of the aggregate 
amount of electrical appliance business 
done in this territory during 1939 
comes to a total of $6,111,648, or an 
average expenditure of $59.23 per cus- 
tomer. Of this amount company sales 
amounted to $512,823, or 12 per cent, 
and dealer sales to $5,598,325. 

Unit sales of electrical appliances 
show an increase over last year in 
almost every item. 


sales 


JANUARY, 


CHARLES PHELPS CUSHING 


Replacement sales saturation 
figures are checked with the annual 
budget, allowance being made for re- 
placements in estimating totals on the 
lines. 


REPLACEMENT AND SATURATION 
PERCENTAGES—UTAH AND 
WESTERN COLORADO 


Estimated Estimated 
Percentage Percentage 


Replace- Saturation 

ment Sales, ec., 

1939 1939 
Water Heaters... . 5 6 
Refrigerators... 95 60 
75 80 

lroners..... 75 11% 
Cleaners 75 719 
Radio Sets... .. 75 100 
Air Heaters 75 7 
1.E.S. Lamps 30 50 


There are 698 dealers serving this 
territory, the independent electrical 
dealer being the factor of the greatest 
importance in the sales picture, de- 
partment stores next, mail order 
houses third and furniture and other 
stores following. In response to a 
question on the dealer and dealer sales- 
man training program under way, the 
power company reports that it under- 


(Continued on page 83) 
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takes a continual training program. 
\t the present time it is furthering a 
sales training course under the spon- 
sorship of the Electrical League of 
Utah. No change in cooperative plans 
s contemplated in the near future. 

The two utilities employ 44 full-time 
salesmen in the domestic field and 4 on 
a part-time basis. They have a home 
service department of 20° girls, with 
3 supervisors. The home service ad- 
visers sell smaller appliances and also 
help in promoting lighting sales. No 
definite kitchen planning service is 
offered except through the manufac- 
turers. During the year 17,626 port- 
able lamps, and 31,485 other lamps and 
fixtures were sold by the dealers and 
power company combined. No special 
emphasis is placed on fluorescent light- 
ing, the policy being to guide the cus- 
tomer in its correct use. 

Record of air conditioning installa- 
tions shows an increasing use of 
evaporative coolers. 


AIR CONDITIONING INSTALLA- 
TIONS—UTAH AND WESTERN 


COLORADO 
Com- _Indus- 
mercial trial Home 
Ventilation... .. 35 13 550 
Evaporative... .. 200 1 *570 
Refrigeration but 
no heat....... 50 1 


* All types of residential air conditioning 


EXPECTED SALES—1940 UTAH 
AND WESTERN COLORADO 


Com- 

pany Dealer Total 
1,445 2,405 3,850 
Water Heaters... 820 240 1, 
Refrigerators... . . 865 9,235 10,100 

190 9,800 ,990 

49 616 665 
0 21,000 21,000 
Air Heaters... .. 178 561 739 
1.E.S. Lamps. .... 4,100 14,680 18,780 


have been fair during the past year. 


} extends from Oregon as far east as 


other 
to a 
sales- 
ly, the 
under- 


SING 


| annual consumption per domestic cus- 


1,247. 


| which 49,200 were residence custom- 


UNIT SALE OF ELECTRICAL APPLIANCES—UTAH AND WESTERN 


COLORADO 
1939 1938 
Company Dealer Total Company Dealer Total - 
Ranges......... 1,219 2,334 3,553 1,080 1,862 2,942 
_ Water Heaters : 664 349 1,013 516 299 815 
Refrigerators... ..... 728 8,689 9,417 642 6,830 7,472 
Washers... .... 166 8,987 9,153 212 8,456 8,668 
lroners...... 48 563 611 64 543 607 
Cleaners... . 287 4,288 4,575 219 3,887 4,106 
Radio Sets... 0 19,621 19,621 0 16,561 16,561 
Air Heaters. . 176 513 589 297 747 1,044 
4,064 13,562 17,626 4,320 11,578 15,898 


Sale of trade-in appliances is not included in the power company figures, but dealers do 
include these sales in their reports. 


MOUNTAIN states... Lastern 
Oregon Reports Quiet Year 


49,200 residential customers of the Mountain States 


Company upped _ their 
kilowatt-hour use to 1,280 kw.-hrs. in 1939 


Power average 


USINESS in the widespread ter- 
ritory served by the Mountain 
States Power Company is reported to 


not so large as in some former years 
is due to the fact that many of the 
new customers added this year have 
been in country districts, where the 
initial usage of electricity is relatively 
low. 

The power company does no mer- 
chandising and at the present time has 
no estimate of total dealer sales. 
Records of the sale of major appli- 
ances, however, show that the year 
compares favorably with 1938 achieve- 
ments. 

The number of dealers serving this 
territory has increased since the re- 


This company serves an area which 
Wyoming, with 60,625 customers, of 


ers. Of these 7,300 were farm meters. 
The increase in the number of homes 
served over 1938 was 2,824. Average 


tomer for 1939 is estimated at 1,280, 
up 33 kw.-hr. over the 1938 figure of 
The fact that this increase is 
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tirement of the power company from 
active merchandising last year, now 
numbering 117. In this scattered 
territory involving many small towns 
and rural districts, the independent 
dealer does the largest part of the 
electrical business, with furniture 
stores, hardware and other stores and 
mail order houses following in the 
order named. 

The power company has six sales- 
men doing promotional work in all 
fields. It also has 4 home service 
girls, who help cooperating dealers in 
conducting invitational cooking schools 
and in other ways, following up the 
sale of major appliances with a call 
at the customer’s home. They do 
lighting promotion as well, cooperat- 
ing with dealers and furniture stores. 

Events of the year include the 
usual participation in county fairs and 


similar occasions, and a number of 
appliance promotions featuring the 
major appliances. Some of the indi- 
vidual dealers offer a kitchen plan- 
ning service to customers. This is 
not done by the utility. There were a 
number of successful promotions dur- 
ing the year in bulb sales, I.E.S. lamps, 
domestic lighting campaigns and in 
the commercial lighting field through- 
out the territory. 

The company reports 160 installa- 
tions of evaporative coolers, the ma- 
jority of which are located in the Wy- 
oming division. The larger percentage 
of the installations have been in com- 
mercial establishments. 

Plans for 1940 are not complete, 
but the company announces that it is 
satisfied with the results of its dealer 
program and contemplates no impor- 
tant changes in the near future. 


UNIT SALES OF ELECTRIC APPLIANCES—MOUNTAIN STATES POWER 
COMPANY TERRITORY 


Number of 
1939 1938 replacements 
Dealers Company Dealers Total 1939 Sales 
re 1,080 169 864 1,033 80 
Water Heaters... . . 370 50 348 
Refrigerators... ....... 3,300 100 2,053 2,153 330 


penver... Business Up 


Over 1938 


112,270 


residential customers of the Colorado Power Company 


bought nearly $1,000,000 worth of appliances from the 


company in 1939, upped average kw.-hr. use to 700 


ENERAL business conditions in 
Denver and the adjacent territory 
served by the Public Service Company 
of Colorado are reported to have 
been better during 1939 than during 
the preceding year. Both agriculture 
and mining are important in the back- 
ground country of this region. The 
Public Service Company serves a 
total of 138,237 meters, of which 112,- 
270 represent domestic customers. 
This is an increase in the number of 
homes served of 6,046 during the past 
year. 4,623 of the domestic customers 
served live in the rural districts. The 
average annual kw.-hr. consumption 
per residence customer was 700 kw.- 
hr., up 47.2 kw.-hr. from the 1938 fig- 
ure of 652.8 kw.-hr. The power com- 
pany also sells natural gas. Natural 
gas and coal are the major fuels. 
No record is available of dealer 
sales in this territory, but the power 


company will have sold about $990,- 
000 worth of electrical appliances by 
the end of the year. Divided into 
unit sales, this shows a distinct in- 
crease over the record of 1938. 

The Public Service Company em- 
ploys 81 domestic salesmen, including 
their lighting staff. It has one home 
service girl who does promotion work 
through the Electric Institute which 
the company maintains. Under this 
system, organizations and clubs are 
invited to hold their meetings in the 
utility auditorium without charge for 
the use of the room and facilities, the 
only requirement being that the com- 
pany listen to the story of Better 
Light-Better Sight as told by lecture 
and motion picture for a few minutes 
during their meeting. In conjunction 
with this auditorium a_ properly 
illuminated and appointed living room 

(Continued on page 84) 
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ind kitchen are always maintained. 

During 1939 the company main- 
tained a domestic lighting crew con- 
sisting of 22 territory salesmen, who 
nade light conditioning surveys and 
lemonstrations in the home. “By this 
eans,’ says Gaylord B. Buck, gen- 
eral commercial manager,” we have 
been successful in increasing our sale 
ot LE.S. lamps very substantially. 
We expect to continue this policy 
through 1940 with probably a slightly 
enlarged crew.” 

he Denver company’s policy in 
regard to fluorescent lighting is to 


engineer each installation so as to ob- 


tain a minimum of from 25 to 50 ft.- 
indles in general lighting. There 


have been a number of installations 
ipproaching 100 ft.-candles. Savs Mr. 


suck, “We believe that this type of 


lighting is to remain with us and 
therefore we are seeking all possible 
knowledge concerning it. From those 


made, it appears that this 
t lighting is a very good public 
relations builder. As a matter of 

licy, | er, they have been made 
upon request of our customers; 
ire not actively promoting 


fluorescent lighting.” 

Events of interest during the year 
include participation in the Christmas 
ele cal show sponsored by the 


R icky 


ind 


Electrical 


Post. 


Mountain 
Denver 


League 
Recently the 
utility used a puppet show to promote 
lighting before schools and_ other 
In the fall appliance 
campaign, 42 salesmen were success- 
ful in winning expense-paid trips to 
the Notre Dame-U.S.C. football game 
at South Bend, Ind. 

The Public Service Company par- 
ticipates in the activities of the Rocky 
Mountain Electrical Development 
League in promoting the sale of all 
electrical appliances, adequate wiring, 
better lighting, dealer cooperation and 
coordination of all branches of the 
electrical industry. It aids in elec- 
trical shows, exhibits and educational 
meetings for the benefit of cooperat- 
ing dealers. Trade-in problems in 
this section are met by the local Retail 
Merchants Association. 

\ir conditioning installations re- 
ported include 21 evaporative coolers 
in commercial and industrial establish- 
ments and 22 coolers in homes, one 
installation involving refrigeration and 
one involving heat in commercial 
plants and 22 involving heat in homes. 
Modified evaporative and other types 
were installed in 52 homes and 20 
commercial and industrial plants. 

Plans for the coming year are not 
yet available. 


} 
tne 


groups. sales 


PUEBLO, cot.... Southern Col- 
orado Spent $25 a Customer 


21.657 domestic electric customers of the Southern Colorado 
Power Company bought $500,000 worth of appliances 


IGURES for 1939 sales of electri- 
cal appliances show a definite im- 
provement over 1938 in the territory 
of the Southern Colorado Power Com- 
pany, centering in Pueblo, Colo.—and 


REPLACEMENTS AND SATURA. 
TION—SOUTHERN COLORADO 


Estimated 
Percentage Estimated 
of Replace- Saturation 


LOC 


UNIT SALES OF ELECTRICAL APPLIANCES—PUBLIC SERVICE 


COMPANY OF COLORADO 

Estimated Estimated 

Per Cent Saturation 

Replecements— 1939— 

1939 1938 1939 Per Cent 

Ranges. - 570 398 5 5.5 
Water Heaters. 115 30 ale me 
Refrigerators. . . . 1,650 1,362 10 51 
ashers...... 660 586 25 60 
Cleaners 1,200 1,153 80 66 
Radio Sets 600 894 80 80 
Air Heaters........... 150 144 15 
35 
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the dealers were showing an increas- ments oo + 
ing interest in the sale of electric (1939 = 
sales) 1939 
ranges and water heaters. This is a R 
mining and agricultural area, with Woter Heaters... 1 5 
21,657 residence customers on the Refrigerators....... 15 40 
power company’s lines at the close of Washers...... . 25 = 
1939, an increase of 418 over the 1938 — eneress ‘5 65 
19 eaners..... 1 
figure of 21,239. Among these were ~Bgdio Sets........ in 100 
1,658 rural customers. Air Heaters....... 20 50 
During the year the power com- /.E.S. Lamps....... 25 


pany sold $190,241 worth of electrical 
merchandise. Figures are not avail- 
able for dealer sales, except in units, 
but an estimate would indicate that 
the average amount spent on electrical 
appliances per home served was in the 
neighborhood of $25, which would 
mean well over half a million in pur- 
chases. Unit sales reported exceeded 
those of the previous year in almost 
every item. 

Thirty-six dealers served this terri- 
tory, with mail order houses and inde- 
pendent dealers doing the important 
volume of business. Furniture stores 
follow next, with other stores at the 
end of the list. The power company 
employs 9 domestic salesmen and one 
home service girl who does no selling 
or lighting promotion. The utility em- 


The Southern Colorado Power Com- 
pany during the past year changed 
its rate plan to what is known as the 
Objective plan, effecting about a 10 
per cent reduction. The company has 
a kitchen planning service. 

Among the air conditioning installa- 
tions reported were ten involving re- 
frigeration, one including both heat 
and refrigeration, and 45 evaporative 
coolers in commercial establishments, 
and 17 evaporative coolers and 2 attic l 
fans in homes. 

General business conditions in the 
district were fair during the year, 
somewhat improved over those of 1938. 
Quotas set for the coming year by 
power company and dealers indicate 


per: 


that the steady improvement is ex- HI 
ploys home lighting specialists to take _ pected to continue. fez 
care of that work. A general improve- | chandis: 
ment has been shown in lighting re- wae 
sults during the year, the pe cet re- EXPECTED SALE OF ELECTRIC AP. oe 
ports, and public interest is expected PLIANCES — 1940 — SOUTHERN aie os 
to continue to grow through 1940. No COLORADO Compar 
special promotion is given to fluores- Com- a chandis’ 
cent lighting. pany Dealers Total tising 
An estimate of the present satura- There 
jon of appliance ; ater Heaters... 
ti mt f and Percentage of re 300 1,800 2,100) thi 
placement sales shows a 100 per cent Washers........ 125 2,100 2,295) ndepen 
ownership of radio sets and about froners......... 50 200 250B i: the 
equal popularity for washers and vac- Aijr Heaters..... 50 75 125 Barwest 
uum cleaners, estimated at 65 per /E.S. Lamps..... 1,000 1,500 2,500 tg ia 
cent. (Continued on page 85) ithe furr 
iment st 
These 
electrica 
UNIT SALES OF ELECTRICAL APPLIANCES—TERRITORY SOUTHERN § veportin 
COLORADO POWER COMPANY Sbusiness 
1939 1938 
Company Dealers Total Company Dealers Total P 
335 125 460 296 84 380 T 
Water Heaters........... 122 39 23 173 S 
Refrigerators............ 347 1,665 2,012 327 1,382 1,709 
104 2,028 2,132 72 1,729 1,801 
eee 38 179 217 27 120 147 
132 430 562 118 420 538 BRanges . 
36 70 106 31 65 96 eter H 
862 1,250 2,112 828 750 1,578 PRefigera 


JANUARY, 1940—ELECTRICAL MERCHANDISING 


LECT 


‘ 
in - > 
; sales are in the totals here given. 


nged 
; the 
a 10 
has 


talla- 
re- 
heat 
‘ative 
1ents, 
attic 


LOCAL MARKET DATA 


Continued from page 84 


n the 
year, 
1938. 
ir by 
dicate 
ex- 


Hviewed in Reno, Nevada. 


HERE several distinctive 
features to the electrical mer- 
ichandising picture as it is to be 
This city 
ind the surrounding territory in Ne- 
ivada are served by the Sierra Power 
Company, which does no active mer- 
handising, but gives dealers adver- 
sising and bonus support for sales. 
) There are some fifty-five dealers serv- 
ling this district, among whom the 
Sindependent electrical stores are by 
biar the most important and do the 
Blargest volume of business. Next in 
line come the mail order houses, third, 
ithe furniture stores and last, depart- 
sment stores. 

These dealers did a good job of 
Hclectrical selling during the past year, 
seporting a total of $750,000 worth of 
Sbusiness done during 1939, an average 


CHARLES PHELPS CUSHING 


reno... Appliance Sales 
Well Up in 39 


11,800 residence customers of the Sierra Power Company 
bought $750,000 worth of appliances in ‘39 and 


i increased average annual use to 1,460 kw.-hrs. 


of $63 for every domestic customer on 
the Sierra Pacific lines. The com- 
pany serves 11,800 residence custom- 
ers, of whom 1,600 are rural. The 
1938 figure was, 11,131. Business in 
the district as a whole, which is partly 
agricultural, partly mining, with a few 
industries, was fair during the year, 
but sales of electrical appliances were 
definitely up. Unit sales of major 
electric appliances through dealers as 
compared with 1938 records show 
from 11 to 26 per cent increase. 
Major air heaters showed a decrease, 
49 sales being reported for 1939, as 
against 80 for the preceding year. 
The company keeps an accurate 
check of major appliances on its lines, 
marking off replacements as they oc- 
cur. Replacement sales during the 
year are reported as being 14.9 per 


UNIT SALES OF ELECTRIC APPLIANCES SIERRA PACIFIC COMPANY 
TERRITORY 


ater Heaters 
Refrigerators 


1939 1938 Per Cent Increase 
902 713 26.5 

272 232 17.1 

1,101 971 11.8 
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cent for electric ranges, 5.1 per cent 
for water heaters and 34.9 per cent 
for refrigerators. The 1939 satura- 
tion figures for these major appli- 
ances are 55.6 per cent for electric 
ranges, 16.1, per cent for electric 
water heaters and 67.4 per cent for 
electric refrigerators. The power 
company sells manufactured gas in 
part of its territory, which keeps down 
the saturation figures on water heat- 
ers to some extent. In most districts, 
coal is the chief competing fuel 
against electricity. 

Average annual kw.-hr. consumption 
for domestic consumers on the lines 
of the Sierra Pacific Company was 
estimated as of Dec. 31, 1939 to be 
1,460 kw.-hr., compared with 1,440 
kw.-hr. for 1938. 

The power company employs no 
salesmen, other than a lighting engi- 
neer, who does cooperative work 
with dealers, architects, etc. It has 
one home service girl, who follows up 
dealer sales and aids in the cooking 
schools, which are conducted under 


dealer sponsorship with power com- 
pany cooperation throughout the ter- 
ritory. Kitchen planning service is 
left to the dealers and manufacturers. 
Some of the individual dealers have 
made quite a feature of this work, 
with successful results. 

In the air conditioning field, 10 
attic fans are reported installed in 
homes, the rest of installations being 
commercial. Of these 15 evaporative 
coolers are reported, 25 installations 
involving refrigeration but no heat 
and 5 complete installations with both 
heat and cooling. 

Plans of dealers for the coming year 
set a quota about 10 per cent above 
sales for 1939. This includes the con- 
templated sale of 1,000 electric ranges, 
300 electric water heaters, 1,200 elec- 
tric refrigerators and 65 major air 
heaters, with smaller appliances in 
proportion. 

The Sierra Pacific Power Company 
expresses itself as eminently satisfied 
with its dealer set-up and contem- 
plates no changes in the near future. 


omana...$49 Per Domestic 


Customer 


73,070 domestic electric customers of the Nebraska Power 


Company spent $3,600,000 on appliances in 1939, 


upped their average kw.-hr. annual use to 974 


HE 467 appliance retailers serv- 
ing the territory of the Nebraska 
Power Company, sold a total of $3,- 
600,000 worth of major appliances, 
with the power company during 1939. 
Dealers do 92 per cent of the business. 


The utility serves 73,070 residential, 


electric customers—an increase over 
the 1938 figure of 72,259. Average 
annual kilowatt-hour consumption is 
up from 928 in 1938 to 974 in 1939. 

Customers spent an average of $49 
on appliances during the year. 

The proportion of business done by 
the various retailing outlets 
that electrical specialty dealers got 
the major share of the business. Chain 
stores of the Sears and Ward type 
came second, department stores third, 
furniture stores fourth and hardware 
stores fifth. 

According to B. E. Marsh, sales 
manager of Nebraska Power, the com- 
pany’s dealer department has _ been 
increased from two to four men. The 
last three months of 1939 saw 60 men 
contacting customers to inform them 
of a recent rate reduction. 

Sales of major appliances in the 
territory are shown in the accompany- 
ing table. 


shows 


On the company’s domestic lighting 
program for 1939 and 1940, Mrs. 
Marsh has the following to report: 

“Our program for the last 3 months 
of 1939 was designed to introduce 
light conditioning to our domestic 
customers. Our salemen employed in 
the systematic coverage of all cus- 
tomers to inform them of the rate 
reduction carry with them a kit of 
adaptoliers, pin-ups, and other low 
cost lighting equipment. They are 


(Continued on page 86) 


REPLACEMENT SALES AND SATU- 
RATION—NEBRASKA POWER 


Estimated 
proportion 
of 
replace- Estimated 
ments saturation 
(1939 % 
Sales) 12/31/39 
ee 5% 6.3% 
Water Heaters... 1.1% 
Refrigerators... . . 13 65.0% 
70 Not available 
lroners 
Cleaners........ 67 
Radio Sets... ... 90 “ 
Air Heaters... .. 
1.E.S. Lamps..... 40 " 
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with a 


sight meter 
lamps and 


is impossible at this 


the complete results, the 


GALLOWAY PHOTO 


first 2 months of this activity have 
shown a substantial increase in the 
sale of I.E.S. lamps by both dealers 
and company. Some dealers have in- 
stalled light conditioning centers in 


their stores and report that a good 
many sales have resulted because of 
the pioneering work done by utility 
salesmen. 

“Our plans for 1940 include inten- 
sive sales training for dealer sales 
people, a better-sight sales contest, aid 
in the establishment of light con- 
ditioning centers, sponsoring of a city- 
wide I.E.S. lamp clearance sale, a sub- 
stantial increase in our advertising to 
promote the sale of lighting equip- 
ment, both through newspaper adver- 
tising and the radio”. 


ESTIMATED 1940 BUSINESS— 
NEBRASKA POWER 


LOC 


Company Dealers Total 
ey 635 520 1,155) A 
Water Heaters... 325 180 505 \ 
Refrigerators... . 430 6,890 7,320 
Washers....... 310 4,430 4,740 
lroners 80 630 710 
14,470 14,470 
Air Heaters. . .. Not available 


1.E.S. Lamps.... [5,530 7,150 12,680 


COMPARATIVE MAJOR APPLIANCE SALES—NEBRASKA POWER 
COMPANY TERRITORY 
1939 1938 
Company Dealers Total Company Dealers Total 
NN cada 325 370 695 110 233 343 
Water Heaters. . 160 135 295 95 98 193 
Refrigerators... .. 260 6,650 6,910 189 6,487 6,676 
eee 130 4,320 4,450 113. 3,787 3,900) 

40 90 630 630 713 
Cleaners........ 170 2,970 3,140 1 2,617 2,779 
Not Available Not Available 

2,190 6,380 8,570 1,209 5,600 , 809 


These figures include trade-ins. 


MINNEAPOLIS 


Range Sales Up 18 Per Cent 


331,000 domestic electric customers of the Northern States 


Power Company bought $8,750,000 worth of ap- 
pliances in ‘39. Report here on central Minnesota 


HE state of Minnesota is pretty 
well covered by the promotional 
activities of the North Central Asso- 
ciated Electrical Industries at Minne- 
apolis, Minn. Reports from that 


, compiled by A. H. Kess- 
ler, promot 


rganizatio1 
r, promotion manager of the 


asso- 
four power companies 
ating in the well 


area as as 


Minneapolis 


In Minneapolis, the Northern States 
Power Company serves 331,000 domes- 
tic electric customers—an increase 
over the 1938 figure of 323,819. Aver- 
age annual consumption has likewise 
increased from 1,014 kw.-hrs. to 1,115 
kw.-hrs. 

Over 2,000 dealers in the territory 
served by the Northern States Power 
Co., together with the utility’s own 
sales organization, accounted for a 
total of $8,750,000 worth of electrical 
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appliance business in 1939—an aver- 
age of $26 per customer served. 

<lectrical specialty dealers take the 
major share of the business, esti- 
mated at per cent. Department 
stores account for a further 20 per 
cent; mail order houses for 17 per 
cent; furniture stores for 14 per cent 
and hardware and other outlets for 
12 per cent each. 

Sales of major appliances for the 
years 1938 and 1939 are shown in the 
accompanying table. 


25 


ALES of electric ranges and water 

heaters in Minneapolis and _ its 
suburban area developed a volume of 
$625,000 in 1939 from some 133,300 
residential customers, and registered 
an increase over the previous year of 
18 per cent on electric ranges and 
13 per cent on water heaters. Approxi- 
mately 59 per cent of this volume is 
represented in dealer sales, and 41 per 


cent in sales by the utility company. 
Totals for the year (December sales 
estimated): Electric ranges, 2,876; 
electric water heaters, 1,778. 
Promotion of electric cooking and 
electric water heating continued 
through the year on a cooperative 
arrangement between the Minneapolis 
Electric Appliance Dealers Associa- 
tion, Northern States Power Company, 
and North Central Electrical Whole- 
salers. In addition to 26 broadcasts 
over Station KSTP, consumer con- 
tests and cooking schools, this coop- 
erative program produced 30,000 lines 
of educational advertising in the Min- 
neapolis newspapers, and 25,000 lines 


JANUARY, 


of product tie-in copy on appliances 
Installation costs above $20.00 on 


electric ranges and $10.00 on electricf 
water heaters are absorbed by thef 
utility company, and the retail ad-f 
vertised price includes the customer’: 


share of the expense. No charges are 
made for installations in new home: 
wired with adequate service. Adding 


a portion of the installation cost to thef 
factory list price has increased thef 


advertised retail price on these major 
appliances. 

Electric refrigerator sales during 
1939 hit a new high and registered an 
increase of 30 per cent over 1938. The 


(Continued on page 87) 
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HE Connecticut Light & Power 

Company, with headquarters at 
Waterbury serves a large number of 
towns and villages in the state. They 
) actively merchandise and have on their 
| books 149,854 customers as of Decem- 
ber, 1939 as compared with 143,708 
in 1938. Average annual kilowatt- 
|hour consumption has increased from 
977 in 1938 to 1,038 in 1939. 

No figures are available for sales 
by dealers in the territory but the 
}company, through W. M. Walsh, mer- 
ichandising manager, reports that there 
jis an estimated volume of appliance 
jsales in the area amounting to $2,- 
600,000 in 1939. Based on this esti- 
imate, the amount each customer aver- 
jaged in appliance purchases was $18. 

In the order of their importance, 
electrical specialty dealers did the 
largest amount of business with de- 
jpartment stores, furniture stores, 
hardware stores and mail order houses 
following. The territory is about 
evenly divided between urban and 
agricultural with the former pre- 
dominating. 

Sales of major appliances for the 
Connecticut Light & Power Company 
jalone are shown for the years 1938 
and 1939 in the accompanying table. 


pliances 
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connecticut... High 
Average Kw.-Hr.Consumption 


149,854 customers of the Connecticut Power & Light 
Company bought $2,600,000 worth of appliances 
in ‘39, upped average kilowatt-hour use to 1,038 


A separate table gives the breakdown 
on the number of replacement sales 
and the degree of saturation for the 
area. 


MAJOR APPLIANCE SALES— 
CONN. LIGHT & POWER 


1940 
1938 (quota) 


1939 
1,314. 1,348 1,600 
Water Heaters. . 721 780 1,000 
Refrigerators.... 2,832 2,485 3,200 
Washers....... 951 689 1,200 
lroners......... 278 265 400 
Cleaners....... 1,020 
Radio Sets..... 318 254 400 
Air Heaters... . 159 
1.E.S. Lamps.... 2,733 3,656 3,200 


REPLACEMENT SALES AND SATU- 
RATION—CONN. LIGHT & 


POWER 
Estimated 
replace- Estimated 
ments saturation 
(1939 % 
sales) 12/31/39 
5% 11% 
Water Heaters... .. 2% 3% 
Refrigerators....... 15% 55% 
Washers.......... 10% 60% 
lroners 1% 
Cleaners.......... 30% 10% 
Radio Sets........ 30% 80% 
Air Heaters....... 
1.E.S. Lamps. . 10% 30% 
CHARLES PHELPS CUSHING 
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CHARLES PHELPS CUSHING 


AuGusTA, MAINE... Refrigerators 
Show Sales Increase 


74,833 domestic customers of the Central Maine 
Power Company increased their aver- 
age annual consumption to 747 kw.-hrs. 


ALES of major appliances in the 

area covered by the Central Maine 
Power Company, Augusta, Maine, 
showed little deviation from the previ- 
ous year. An increase of 500 units 
in refrigeration was the outstanding 
achievement. The company serves 
74,833 rural and farm customers in 
the territory—a gain over last year’s 
figures of 72,168 customers. Average 
annual consumption per customer also 
showed an increase from 702 kw.-hrs. 
in 1938 to 747 kw.-hrs. in 1939, 

No figures are available on the total 
amount of appliance business done in 
the territory, but the power company 
staff accounted for $805,494 
worth of appliance business during 
the year. 

Among the dealers, the department 
stores and mail order houses such as 
Sears and Montgomery Ward got the 
major share of the business, accord- 
ing to estimates of A. T. Littlefield, 


sales 


new business manager of the utility 
company. Electrical specialty dealers 
ranked second, furniture stores third 
and hardware stores next. 

On home lighting, the company re- 
ports as follows: 

“We do not have any check on re- 
sults obtained from our domestic 
lighting activity except from the sale 
of portable lamps, adapter units and 
incandescent lamps. Our total volume 
of portable lamp business shows an 
increase over 1938 and our incandes- 
cent lamp business is up 6 per cent. 

“The adapter sales were a new 
feature for 1939, and from the public 
response we plan to concentrate more 
on this type of lighting promotion 
during 1940. Adequate wiring will 
also have a place in our 1940 cam- 
paign for increased lighting loads.” 

Major appliance sales for the terri- 
tory are shown in table below. 


(Continued on page 88) 


MAJOR APPLIANCE SALES—AUGUSTA, ME., TERRITORY 


1939 1938 

Compeny Dealers Total Company Dealers Total 
eee 835 359 1,194 910 230 1,140 
Water Heaters........... 365 58 423 402 39 441 
Refrigerators............. 1,299 2,353 3,652 1,100 2,132 3,132 
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COMPARATIVE SALES MAJOR APPLIANCES—NORTHERN STATES 
POWER TERRITORY 


1939 1938 
Company Dealers Total Company Dealers Total 
Ranges 2,700 3,400 6,100 2,961 2,965 5,926 
Water Heaters 2,075 1,850 3,925 1,971 1,645 3,616 
Refrigerators 3,775 19,500 23,275 3,622 18,000 21,622 
Washers 570 12,500 13,070 616 13,500 14,116 
lroners 150 1,750 1,900 235 2,000 2,235 
Cleaners 1,500 5,000 6,500 1,496 4,500 ,996 
Radio Sets ee 55,000 55,000 .... 50,000 50,000 
Air Heaters <a 200 750 950 252 750 1,002 
3,000 33,000 36,000 9,000 30,000 39,000 


trend in the area is definitely toward 
the larger sized refrigerator, and a 
considerable percent of current sales 
are to the replacement market. 

Two hundred franchised dealers of 
Minnesota Power & Light Co., Duluth, 
report increased sales on all major 
and small appliances except oil burners, 
room heaters and waffle irons. In that 
area, 1939 will show an increase of 
28 per cent on electric refrigerators ; 
13 per cent on electric ranges; 8 per 


cent on electric water heaters; 52 per 
cent on vacuum cleaners; 14 per cent 
on I.E.S. Lamps; 35 per cent on coffee 
makers and 13 per cent on electric 
roasters. 

Extension of service in rural areas 
over the state by private utilities and 
REA has developed a new market for 
all appliances, but principal electrical 
purchases reported are radios, electric 
irons, electric washers, I.E.S. lamps 
and well pumps. 


minnesota...From the Mida- 
west to Wisconsin 


35,000 domestic customers of Ottler 


Tail 


Power, Eastern Minnesota Power and 


Minnesota Utilities show good business 


Fergus Falls and Midwest 


In the midwestern part of Minne- 
‘ta the Otter Tail Power Company 
at Fergus Falls serves 26,460 domestic 
are actively engaged in 


customers and 


appliance merchandising. 

lotal amount of appliance business 
n the territory is not known because 
» record is kept of dealer sales but 
an estimate of the utility puts the 
figure at $250,000 or an average ex- 
penditure per customer of $9.50. 
Electrical dealers rank first in appli- 

ce Lif followed by hardware 
tores, mail order houses, department 

res and furniture stores, in the 
named. 

Power company range sales amount- 


ed to 440 units 
to 510 units in 


in 1939 as compared 


1938. Water heater 


sales amounted to 205 units in 1939 
as compared to 259 the year before. 
And refrigerator sales totalled 670 
units—an increase over the 384 sold 
the year previous. 

1940 plans include the sale of 1,000 
L.E.S. lamps. 


Amery, Wis. 


Over the Minnesota line at Amery, 
Wis., the Eastern Minnesota Power 
Corp. serves 3,245, an increase over 
the 1938 figure of 3,071. Their aver- 
age annual consumption per domestic 
customer is 804 kw.-hrs. as compared 
with 756 the year previous. 

Ten dealers serve the territory with 
electrical specialty dealers and chain 
taking the first and 
places in sales. Department stores, 


stores second 


MAJOR APPLIANCE SALES—AMERY, WIS., TERRITORY 


1939 1938 

Company Dealers Total Company Dealers Total 
Ranges 100 20 120 97 15 112 
Water Heaters 15 6 21 17 4 21 
Refrigerators 85 100 185 70 90 160 
Washers 25 100 125 25 100 125 
Cleaners 25 25 25 nae 25 
Air Heaters 6 =" 6 6 cao 6 
1.E.S. Lamps 200 50 250 300 50 350 
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hardware and furniture stores follow 
in that order. Company sales of 
appliances for the year totalled 36,000 
but no figure is available on the sales 
of the ten dealers. 

Comparative major appliance sales 
are shown in the accompanying table. 


Minnesota Utilities Company 


At Jordan and other nearby Minne- 
sota towns, the Minnesota Utilities 
Company serves 5,437 domestic cus- 


ith a sit 
av 
e increz 


4 

CUSHING kw. 


Departn 
ne of apy 
me secc 
trical s 
llowed 


tomers and have an average annu 
residential consumption of 636 ky 
hrs. Customers bought an average , 
$17.50 in major electrical appliang 
sales in 1939. 

Major appliance sales included 
ranges, 48 water heaters, 130 refrig: 
ators, 57 washers, 8 ironers and 
cleaners. 1,000 I.E.S. lamps we 
sold in addition. These are util 
companies sales only—no dealer figur 
are included. 

An increase is expected in 1940 


KANSAS cITY...GOeS Over 
the 1000 Kw. Hr. Mark 


125,000 domestic electric customers of the Kansas City 
Power & Light Company bought $3,300,000 
worth of appliances from 60 dealers in 1939 


OME 60-odd major appliance 
dealers in the Kansas City, Mo. 
area accounted for $3,300,000 in ap- 
pliance sales, with the utility com- 
pany (dealers doing 85 per cent) in 
1939, according to estimates of G. W. 
“Jerry” Weston, secretary-manager 
of the Electrical Association of Kansas 
City and officials of the Kansas City 
Power & Light Company. 
The power company serves 125,000 
domestic electric customers at the 
close of business in 1939 as compared 


JANUARY, 


1940—ELECTRICAL MERCHANDISIN 


N est 


in tl 
juston 
mpany, 
5 wortl 
39 whil 
10,000— 
rea of $ 
The po 


UNIT 
UNIT SALES MAJOR APPLIANC! 


—KANSAS CITY POWER 


TERRITORY 

1939 1938 
ealer Dealer 
Ranges....... 2 3,0 
Water Heaters. 500 
Refrigerators... 10,000 9,000 
ashers...... 4,000 7 sos 
lroners....... 500 it Heater 
Cleaners...... 6,500 6,000 . Lom 
Radio Sets.... 16,500 15,000 16.0" 
(Continued on page 89) Water 
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we 
> util 
r figur 


@ith a similar figure in 1938. Cus- 
mer average annual kilowatt-hour 
Me increased, however, from 975 to 
025 kw.-hrs. 

Department stores led in the vol- 
e of appliance sales, furniture stores 
me second, chain stores third and 
ctrical specialty dealers came fourth, 


by hardware stores and 


GALLOWAY 


miscellaneous 
estimates. 

Estimated saturation on major ap- 
pliances shows ranges with 12 per 
cent, water heaters with 1.5 per cent, 
refrigerators with 70 per cent, wash- 
ers with 75 per cent, ironers with 
2 per cent, cleaners with 65 per cent 
and radio with 105. 


outlets, according to 


OUSTON, TEXAS . 


..3,300 Attic 


ww fans Sold in 39 


| 124,000 domestic electric customers of the 


Houston Power & Light Company 


N estimated 916 dealers operating 

in the territory served by the 
yuston (Texas) Power & Light 
mpany, sold approximately $5,215,- 
5 worth of electrical appliances in 
39 while the utility added another 
10,000—a total business in the 
ea of $5,726,000. 
The power company serves 124,000 


spent $5,726,000 on appliances in ‘39 


domestic electric customers in the ter- 
ritory—an increase of nearly 10,000 
over the previous year’s figure of 
114,380. 

The business was split up among 
all types of dealers and contractors 
but specialty electrical dealers did the 
major share with department stores 
ranking second, furniture stores 


UNIT SALES—MAJOR APPLIANCES—HOUSTON POWER & LIGHT 


TERRITORY 
1939 1938 

| Company Dealers Total Company Dealers Total 
26 50 _ 716 36 57 93 
: Sale tter Heaters ; 7 0 7 9 5 14 
0 3 igerators : 1,006 12,520 13,526 1,125 11,787 12,912 
34. 5,66 5,999 27 4,450 4,477 
11 6 305 311 
0 7 706 5,120 5,826 767 4,047 4,814 
Medio Sets............ 26 22,880 23,906 44 23,557 23,601 
0 “94 245 0 
7,138 14,83 21,968 6,315 16,030 ..... 

9) * Water Driven Heating Plants. 
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third, hardware stores fourth and 
miscellaneous and mail order stores 
fifth and sixth, respectively. 

Major fuel competing with elec- 
tricity is gas but the power company 
sells straight electric. 

Figures on major appliance sales 
for the territory are tabulated in the 
accompanying table. 

Refrigerator sales were about 20 
per cent replacement, according to 
power company estimates with wash- 
ers at 2 per cent, cleaners at 5 and 
radio at 10 per cent. 

Saturation was as follows: Ranges 
0.5, water heaters 0.1, refrigerators 
72 per cent, washers 28 per cent, 
ironers 3 per cent, cleaners 28, radio 
90 per cent. 

Attic fans were a big seller during 


GALLOWAY 


1940 ESTIMATED BUSINESS— 
HOUSTON TERRITORY 


Com- 

pany Dealers Total 
ere 24 45 69 
Refrigerators... 1,110 12,575 13,685 
36 6,075 7,011 
Air Heaters... ...... 255 225 
1.E.S. Lamps... 8,110 16,350 24,400 


1939 with 3,300 sold. About 125 other 
air conditioning installations were 
sold for the home while commercial 
and industrial sales of attic fans num- 
bered 417, other applications num- 
bered 226. 

Estimates of business in appliances 
for 1940 are shown above. 


crevetand...A $10, 000,000 
Appliance Market 


288,300 residential electric customers of the Cleve- 


land Electric Illuminating Company upped 


average annual consumption to 973 kw.-hrs. 


N estimated 570 appliance retail- 

ers in the Cleveland, O. area sold 
approximately $10,000,000 worth of 
electrical appliances in 1939, accord- 
ing to estimates of J. E. North, presi- 
dent of the Electrical League of 
Cleveland. 

The number of customers served 
by the Cleveland Electric Illuminating 
Company increased from the 1938 
figure of 282,434 to an estimated 288,- 
313 bu the close of 1939. These cus- 
tomers increased their average annual 


kilowatt-hour consumption from 873 
to 923 kw.-hrs. and spent an average 
of $4 per customer on appliances dur- 
ing the year. 

Mail order houses were estimated 
to have taken first place in volume of 
business done with department stores 
second, furniture third, 
trical specialty dealers fourth, hard- 
ware stores fifth and miscellaneous 
outlets sixth. Unit sales of major ap- 
pliances for the years 1938 and 1939, 


stores elec- 
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The new Crosley 
selling features are 


Crosley 1940 Freezorcold Shelvadors 
are QUIET*, are priced for ACTION 
and PROFIT, and are built of quality 


material and by quality methods 
throughout, even where skimping 
can be hidden, so that Crosley dealers 
may say with conviction to the thou- 
sands of prospects Shelvador features 
will attract, ‘you can buy no better 
refrigerator anywhere at any price.” 


*The 1940 Crosley Freezorcold Shelvador is prac- 
tically noiseless. A metal flue-like envelope around 
the condenser and lined with sound insulation con- 
tributes to this new silence. Sound that travels 
from compressor to the outside via the condenser is 
muffled in this hush-a-bye feature. Engine com- 
partment is also insulated for sound. Stroboscope 


studies of oil splash inside sealed unit enabled engi- 
neers to eliminate further noise in unit operation. 


MODEL MW9-60A—Important talking 
points of the new 1940 Crosley Freezor- 
cold Shelvadors apply to this model . . . 
Quietness of operation, the economy and 
usefulness of the miniature cold storage 
plant—the Freezorcold, the convenience 
of the Shelvador, the quiet, economical 
power of the hermetically sealed Electro- 
saver Unit, the porcelain lining in the 
food compartment and the brilliant 
baked-on Dulux finish. 
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DISIN 


Shelvadors 


sure source profit 1940 


The Shelvador is an advantage no other refrigerator has 


It does not cut into the space 
inside the refrigerator. It holds 
more than a shelf full of small 
food items which removed 
from the inside shelves, pro- 
vides that much more room 
for bulky foods and articles. 


It is the most convenient feature a refrigerator .has ever had because it keeps small things constantly in sight and because it makes 


efficient use of all storage space. It is an economy feature, too. 
is sought or being put away. This saves power. 


Crosley 1940 Shelvadors begin with the 3 Cu. Ft. Apartment House Model at 
$99.50. 4 and 5 Cu. Ft. Shelvadors at $114.95 and $127.50 respectively, attract 
eer prospects. 6 Cu. Ft. Freezorcold Shelvador tops Special MA9 
ine at $137.50. 
Three MB9 models step from the low price MA9 line into the deluxe ML49 line of 
five models which present every refinement and luxury of household refrigeration 
that ingenious engineers and home scientists can conceive. 
Top model of the deluxe line is the super-Freezorcold Shelvador in which the 
general food compartment presents a high humidity or moist cold maintained 
by secondary coils for most efficient food preservation. 

*Delivered and installed . . . 5-year protection plan $5.00 additional . . . 

prices slightly higher in south and west. 


THE CROSLEY CORPORATION 


POWEL CROSLEY, Jr., President CINCINNATI 
Home of “‘the Nation’s Station” —WLW—70 on your dial 
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It shortens the time the refrigerator door need stand open when food 


A Miniature Cold Storage Plant 


This new idea introduced by Crosley into domestic electric re- 
frigeration is exciting all women who see it. It stores frozen 
foods—freezes fresh meat, game, poultry, fish . . . keeps ice cream. 
This Freezorcold compartment permits women to buy frozen 
food specials at lowest prices and store them until wanted. It 
holds from eight to twelve pounds of meat. It’s a fine place to 
chill salads quickly. Fresh meat can be frozen and aged in it. 
It has tremendous sales appeal because it offers possibilities of 
a much wider variety in the family diet and at the same time 
provides for definite economies in food purchases. 


With Self-Lifting Lid 


This drawer, just below the evaporator, is a degree or two 
above freezing. That makes it ideal for beverages. It can be 
used as an auxiliary to the REAL meat keeping feature,—the 


Freezorcold. The COLD-DRAWER will keep meat fresh for 
several days but the Freezorcold will keep it many days. The 
COLD-DRAWER is handy and easy to operate with one hand. 
It slides out smoothly and the lid lifts itself automatically when 
you pull out the light porcelain drawer. This drawer lid is 
perforated to catch water in the drawer during the defrosting 
process. 


Various foods keep best at different temperatures. Thrifty and 
efficient housewives will respond to such a feature. They will 
be quick to take advantage of refrigeration characteristics that 
provide maximum safety and preservation for ALL foods. 
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all by dealers, are shown on the ac- 


companying table. Included also are 


estimates on 1940 business. 
Home lighting advisors of the 
power company made 62,224 improve- 


ments to customer’s lighting equip- 
ld 223,505 bulbs and increase 
load by 10,414 K. W. 

A total of 1,800 air conditioning in- 
stallations were made in Cleveland 
homes 

Replacement sales of electric ranges 
in the Cleveland area were estimated 
at 6 per cent, present saturation at 
+ per cent. On refrigerators, the re- 
placement figure was 10 per cent, 
saturation 55 per cent; washers were 
sold on a 60 per cent replacement 
factor with saturation estimated at 
per cent while cleaners had a 70 


ment, so 


the connected 


UNIT SALES OF MAJOR APPLI- 
ANCES—CLEVELAND TERRITORY 


1940 

1939 1938 Estimate 
Dealers Dealers Dealers 

Ranges....... 3,800 3,589 
Water Heaters. 420 102 500 


Refrigerators 27,500 19,750 25,000 
Washers. . 23,000 17,106 20,000 
lroners....... 2,700 2,893 ,000 
Cleaners...... 18 ,000 


Radio Sets.... 60 
Air Heaters... 6 
1.E.S. Lamps... 45 


per cent replacement figure with 
saturation at 70 per cent. 

All promotion is handled through 
the league which has earned the repu- 
tation of being a model organization 
of its kind. 


HARTFORD, CONN. 


_..Increases 


Kilowatt-Hour Average 


64,800 domestic electric customers of the Hart- 


ford Electric Light 


Company bought 


$1,750,000 worth of appliances in 1939 


oyree 45 dealers in the Hartford, 
iJ Conn., territory accounted for 
major appliance sales of $1,750,000 

rding to estimates of the Hartford 
Electrical League of which Carl De- 
Laney is managing director and the 
Hartford Electric Light C 

lhe power company had on its 
books 64,800 customers at the end of 


ompany. 


1939 as compared with 62,831 at the 
end of 1938 Average annual con- 
umption in kilowatt-hours increased 
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from 1,246 to 1,310 in 1939. Custom- 
ers spent an average of $30 on 
appliances. 

Business was divided among the 
various types of retailers as follows: 
Department stores first, electrical 
specialty dealers furniture 
stores third, mail order houses fourth. 

Home lighting activity accounted 
for the addition of 600 K.W. connected 
load in 1939 and it is expected that 
between 400-500 will be added in the 


second, 


coming year. Twenty-two air con- 
ditioning installations were made but 
there is no record of any domestic 
installations. 


The | 
handis: 


ngures, 
ible, Ww 
Estin 
i 


CHARLES PHELPS CUSHING 


ent sa 

Figures on major appliance salefirent fo: 
for the year are contained in thefires on 
accompanying table with estimates forfhble. S; 
the year 1940. 


mper cen! 
pefriger 
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UNIT SALES MAJOR APPLIANCES—HARTFORD, CONN. TERRITORY fPusines: 


1939 


lectrica 
Biajor p 


1938 1940 


Estimate 


lectricz 


Company Dealers Total Company Dealers Total Total 
21 (emp.) 835 856 44 (emp.)1,192 1,236 1 artmen 
Water Heaters 275 153 428 606 208 814 Sogeurnitur 
Refrigerators... . 4,356 4,356 3,819 3,819 4,000BRtores 
Washers... . 3,000 3,000 2,500 2,500 3,0008tores y 
Ironers. . . 200 (est.) 200 100 100 200 


oe 


Hudson Valley (N.Y.) 


65,000 residential electric customers of Cen- 
tral Hudson Gas & Electric Corp., 
bought $933,000 in appliances in 1939 


HE 461 electrical appliance deal- 

ers in the territory served by the 
Central Hudson Gas & Electric Corp., 
in Poughkeepsie, N. Y. sold a total of 
$933,000 in appliances during 1939 to 
the 65,000 domestic electric customers 
on the lines of the power company, 
according to a report by Harris E. 
Dexter, vice-president in charge of 
commercial relations for the company. 
The number of customers on the lines 


and the 


Air Heat 


Trade- 


jumped 1,500 in the past year and the EV 

average annual consumption per cu 

tomer went up from 933 to 984 kw P 

hrs. C 
Sharpest sales increases were = 

corded in the electric range and ele 

tric roaster (in this territory know 

as electric ovens). Refrigerator sa 

showed a slight drop from 4,700 unit 

to 4,500. 


(Continued on page 97) 
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handising in the territory and all the 
figures, given in the accompanying 


ible, were made by dealers. 


The power company does no mer- 


Estimated proportion of  replace- 

ent sales in refrigerators is 21 per 

e salefirent for the territory. Accurate fig- 

in thefires on other appliances are not avail- 

ites forfable. Saturation shows ranges with 22 

ver cent; water with 8.6 per cent and 
mefrigerators with 51 per cent. 

An estimate as to the volume of 

ITORY PPusiness done by the various types of 


lectrical retailing outlets shows the 
1940 Bnajor portion being done by specialty 


Estas lectrical dealers (57 per cent); de- 
4 oogge2ttment stores with 14 per cent; 
0008 


soimutniture stores with 8 per cent, chain 
4,000BRtores with 3 per cent and hardware 
3 ,000Rtores with 2 per cent. 


EWING GALLOWAY 


The territory served by the Central 
Hudson Gas & Electric Corporation 
is urban largely comprising four small 
cities. The balance is semi-rural. 
There are a number of diversified in- 
dustries. The company manufactures 
gas which competes with electricity in 
the urban areas with coal and wood 
the chief competitive fuels in the rural 
areas. 

In the domestic lighting program, 
4,000 IES lamps were sold in 1939— 
chiefly by concentrating on low usage 
customers using less than 35 kw.-hrs. 
per month. A similar plan is to be 
followed in 1940, 

Estimates for 1940 business show 
quotas of 1,200 ranges; 725 water 
heaters ; 4,000 refrigerators, 4,000 IES 
lamps and 1,000 roasters. 


200 
COMPARATIVE MAJOR APPLIANCE SALES—CENTRAL HUDSON 
TERRITORY 
1939 1938 
Company Dealers Company Dealers 
None 840 None 659 
Refrigerators... .... 4,500 4,706 
S. Lamps 4,000 4,000 


Trade-in appliance sales are included in the table. 


JERSEY...POwer & 


984 kw 


bight Reports 


and ele 
ry know 
ator sai 
700 unit 


47,000 domestic customers on the lines of the 


utility company bought half a million 


- dollars worth of appliances in ‘39 
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N the territory served by the New 

Jersey Power & Light Company, 
whose headquarters are at Dover, 
there are about 85 appliance dealers. 
They serve the 47,000 domestic elec- 
tric customers on the books of the 
power company and, in 1939 sold 
approximately $375,000 worth of elec- 
trical appliances. The utility sold an 
additional $125,000 bringing the total 
to about half a million for the area. 
This gives an average of about $10.50 
per home served in appliance pur- 
chases. 

Electrical specialty dealers do the 
major volume of business in the ter- 
ritory, according to estimates of J. C. 
Allen, domestic sales manager of the 
New Jersey Power & Light, with 
furniture stores next in importance. 
Hardware stores, department stores 
and mail order stores come next in 
that order. 


ESTIMATED 1940 SALES— 
JERSEY CENTRAL TERRITORY 


Company Dealers Total 
Ranges....... 300 300 600 


Water Heaters. 125 100 225 
.. 400 


38 


All sales of major appliances in the 
territory showed increases. Figures 
on unit sales are shown in the accom- 
panying table. 

Replacement sales in proportion to 
total volume in 1939 of electric ranges 
is computed at 5 per cent, refrigera- 
tors 10 per cent, washers 15 per cent 
and cleaners 25 per cent. Estimated 
saturation shows ranges at 17 per 
cent, water heaters at 2.5 per cent, 
refrigerators at 52 per cent and 
washers at 45 per cent. 


UNIT SALES MAJOR APPLIANCES— 
NEW JERSEY POWER & LIGHT TERRITORY 


1939 

Company Dealers 

Ranges...... 250 300 
Water Heaters. .... 150 100 
Refrigerators... ... 300 2,400 
Washers...... 50 1,550 
Cleaners.......... 60 500 


1938 

Total Company Dealers Total 
550 92 250 342 
250 63 50 113 
2,700 54 2,500 2,554 
ae 28 1,500 1,528 
1 
560 30 500 530 


Electrical 


Year Only Fair 


HE City of Glendale, California 

serves 27,685 meters, 24,300 of 
which represent residence customers. 
This is an increase of 1,113 more than 
the 1938 figure of 23,197 homes 
served. The average annual consump- 
tion per residence customer for 1939 
was 1,010 kw.-hr., 39 kw.-hr. higher 
than the last year’s average of 971 
kw.-hr. 

Business in this district during 
1939 on the whole was fair. Dealers 
and city department together sold 
about $48,000 worth of ranges and 
water heaters, a record somewhat be- 
low that of a year ago. The unit 
record shows a slight decrease. 

Saturation figure for electric ranges 
is 11 per cent, with a 1.3 per cent 
saturation for electric water heaters. 
The saturation of electric refrigerators 
in this area is estimated to be about 
35 per cent. 

The city sells ranges and water 


heaters only, but with this has a 
dealer cooperative program which 
enables dealers to handle the greater 
part of the business. There are 18 
dealers in the city, independent elec- 
trical dealers playing an important 
role in the volume of electric appli- 
ances sold. Department stores and 
furniture stores follow in that order of 
importance. The city has three sales- 
men in the domestic field and one 
home service girl who does no selling 
and no lighting promotion. 

Outstanding events of the past year 
in the merchandising field were the 
Electrical Show in which all dealers 
cooperated, and a community cooking 
school. 

The city reports four air condition- 
ing installations of the refrigeration 
type during the past year in commer- 
cial establishments. 

Plans for the coming year are not 
yet complete. 


UNIT SALES OF ELECTRIC APPLIANCES—GLENDALE, CALIFORNIA 


1939 1938 
City Dealers Total City Dealers Total 
92 214 306 138 321 459 
Water Heaters..... 18 23 41 22 34 56 
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A MESSAGE TO OUR READERS 


Who Seek Business 


N THE THRESHOLD OF ANOTHER YEAR, 

you are faced with the problem (among 

others) of what merchandise will best fit 
into your merchandising plans—and which should 
receive your heaviest promotional efforts. 

We believe you will find the answers to these 
questions in the advertising pages of this and sub- 
sequent issues of Electrical Merchandising. 

Many of you dealers have told us that you read 
the manufacturers’ sales messages in Electrical 
Merchandising first. Many of you think they con- 
stitute one of the invaluable helps contained in this 
publication—certainly most of you find them helpful 
in your business (*). 

Although the editorial pages of Electrical 
Merchandising provide extensive and intensive ideas 
on the “where,” “when” and “how” to sell appliances 
you look to these advertisers’ messages to furnish you 
the vital product information on “u hat to buy,” and 
why you should select ove product in preference to 
another. 

They help you to make the dispassionate product 
comparisons you must make to shape your buying 
plans and policies. They give you this information 
right when you want it, for study in the seclusion 


of your office or home, so that you can make your 


decisions “without benefit of salesmen,” if you so 
desire. 

Look through this issue again! Review the sales 
messages of the 68 and more advertisers. Actually 
here is a “roll call” of the industry's representative 
appliance manufacturers in all product classifications. 
Do you realize that here, in these 72-plus pages of 
advertising, you have the finest possible “buyers’ 
guide” —a “sales manual” of what is newest and 
finest in appliances?; an “index” to the merchandise 
you will want to select, and actively push in 1940? 

That's what it really amounts to! It’s to your self- 
interest to be painstaking in your examination of 
these manufacturers’ propositions. Furthermore, it 
will be worth your while to ask these advertisers for 
any desired additional information and details. 

Use your Electrical Merchandising month after 
month as a business-building force. Pass it on to 
your sales and servicemen who don’t subscribe to it. 
Put your faith iv, and your efforts behind the mer- 
chandise advertised in Electrical Merchandising. Do 
this— and you'll break sales records in 1940! 


(*) In a survey made among over 500 representative dealers in 18 
states, 92% of the dealers said they believe in and use trade publi- 
cation advertisements; 83% said trade publication advertisements 
were helpful to them in their business. 


ELECTRICAL MERCHANDISING 


A McGraw-Hill Publication 
330 WEST 42nd STREET, NEW YORK, N.Y. 
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LOCAL MARKET DATA Continued from page 93 


| FLORIDA. 


Utility Sales 


Dealers and 


Up 


28.850 domestic electric customers of the 


Florida Power Corp.., St. Petersburg, Fla., 


bought $1,166,000 in appliances in ‘39 


OWN in St. Petersburg, Fila., 
where the Florida Power Corpo- 
ration has its headquarters, the 28,850 
customers on the lines increased their 
average annual kilowatt-hour con- 
sumption from 1,033 in 1938 to 1,089 
in 1939 and bought $1,166,000 worth 
of appliances from the company and 
dealers in 1938—about $10 per home. 
Dealers did the bulk of the business 
—$1,015,000 — ranges, water heaters 
and refrigerators all showing in- 
creases over 1938. Straight specialty 
lealers did the biggest business with 
hardware stores next, furniture stores 
in third place, chain stores fourth, fol- 
lowed by miscellaneous outlets. Manu- 
factured gas is the principal competi- 
tive fuel in the territory with an 
estimated 74 per cent of the urban 
customers cooking with this fuel. 
Saturation on ranges and waters 


ESTIMATED 1940 SALES 


Company Dealers Total 
Ee 350 650 1,000 
Water Heaters. 400 750 1,150 
Refrigerators a 2,500 2,500 

ashers...... 500 500 
lroners....... 100 100 
are relatively high—19.2 on ranges, 
20.6 on water heaters. Refrigerators 


a 50.5 per cent saturation with 
washers showing 25 per cent. 

The 1939 lighting program of the 
company was concentrated on a light 
conditioning program through the use 
of adapters, I. FE. S. lamps, ete. All 
employees are trained to do a fairly 
good light conditioning job. In 1940, 
Light Conditioning is planned as a 
month-to-month activity. 

Sales for 1938 and 1939 compared, 
and estimated sales for 1940 are shown 
in the accompanying table. 


enjoy 


UNIT SALES MAJOR APPLIANCES—FLORIDA POWER CORP. 


TERRITORY 
1939 1938 
Company Total ‘Compeny Total 
eee 347 544 891 298 407 705 
ater Heaters 393 535 928 356 405 761 
Refrigerators. . . 70 1,972 2,042 75 1,833 1,908 
eee 6 454 460 0 487 487 
ee 0 67 67 0 34 34 
no record 0 no record 
ae 1,080 1,000 2,080 1,583 549 2,132 


_Impressive 
Sales Increases 


157,536 domestic electric customers in the Buf- 


| falo, N. Y. area increased average 
kilowatt-hour use to 1,040 in 1939. 


URING the first few months of 

1939, the sale of major appli- 
ces such as refrigerators, washers 
d ironers were slow in Buffalo. 
lectric ranges on the other hand, 
ted better due to an intensive pro- 
Otion sponsored by the Electrical 
Cague of the Niagara Frontier. 


LECTRICAL MERCHANDISING—JANUARY, 


The general trend changed for the 
better about the first of June and has 
continued for the balance of the year. 

Electric roasters improved in vol- 
ume by about 30%, largely due to two 
promotions put on by the League, 
one in July, the other in November. 
This item is becoming of increasing 


1940 


importance in this market. 

There are 157,536 residential meters 
in Buffalo, congaming an average of 
1040 K.W. hours per year, as against 
1007 for the preceding year. The gen- 
eral appliance and lamp business per 
home averaged $30.00 per meter, it is 
estimated, in Buffalo during 1939, 

The 1939 replacement business in 
refrigerators was about 17.5%. 

The Electrical League has just com- 
pleted the production of a_ seven 
minute movie trailer on home lighting 
featuring the lamp. It is 
expected that over one half million 
pédple will see it in the next sixty 
da¥s. The film is called “ 
of dllumination,” 


The Progress 
containing a musical 


UNIT SALES MAJOR APPLIANCES 
—BUFFALO, N. Y. 


Satura- Units Units 

tion Sold Sold 

Appliance 1939 1938 1939 
Ranges....... 9.5% 1,650 2,167 
Refrigerators 48.8°, 17,500 10,500 
69.4°, 6,500 6,800 
lroners........ 5.5% 750 1,000 
Radios....... 94.0°, 9,500 20,000 
accompaniment. Starting with a his- 


torical background it soon gets into 
convincing dramatic sequences to tell 
the Better Light-Better Sight story. 
Because of the educational nature of 
the film, the shows are running it 
without charge. 


.A Report 


From Manchester 


HROUGH the courtesy of Tay- 
lor C. Harvey, sales manager of 
the Public Service Company of New 
Hampshire at Manchester, we learn 
that the number of the company’s 
domestic customers increased from 
59,000 in 1938 to 61,700 in 1939; that 
domestic use jumped from an aver- 
age annual of 693 kw-hrs. in 1938 to 
755 in 1939; that approximately $9.75 
was spend on electric appliances per 
home served; and that company sales 
amounted to $600,000 in volume with 
no figures available on the total busi- 
ness for the territory. 
Electrical dealers did most of the 


business with hardware stores second, 
department stores third, furniture 
stores fourth and mail order houses 
fifth. The market is agricultural and 
industrial in character with gas the 
principal competing fuel. In 1940, a 
range wiring program is scheduled to 
stimulate the sale of electric ranges. 
Present range saturation mane at 
13.3 per cent; water heaters at 2.2 per 
cent and refrigerators at 37.7 per cent. 

Sales of major appliances for 1938 
and 1939 are shown in the accompany- 
ing table. Sales expected in 1940 will 
run at about the same level, it was 
indicated. 


UNIT SALES MAJOR APPLIANCES—P. S. OF NEW HAMPSHIRE 
TERRITORY 


1939 


1938 


tear 


Company Dealers Total Company Dealers 
ee eae 685 430 1,115 694 526 1,220 
Water Heaters... ........ 205 60 265 245 66 311 
Refrigerators... ......... 985 2,025 3,000 48 1,715 2,663 
Washers.............. 945 norecord ..... 2 norecord..... 
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orge A. Hughes, Hotpoint 
welcomed distributors 
Biloxi. 


ldred Hickman, manager of 
me economics for Hotpoint and 
. R. Schafer, manager of the 
age division, get out in the sun 
@ snap. 


H. Beekman, manager of the 
chen sanitation division, talked 
ihwashers, and waste exits and 
ide the others talk, too. 


sorge H. Salmon of the G-E 
pply, Philadelphia, kept the 
ile going for three days. 


W. H. Booth of the Guaranty W. A. "Art" Grove, advertising 

Trust, New York, and chairman of and sales promotion manager of 

the board of Hotpoint. Hotpoint, told delegates of 1940 
plans. 


N. R. Birge, vice president of F. B. Williams, manager of the 
General Electric, is “papa’ to refrigeration division, is telling the 
Hotpointers. boys the news for 1940. 


D. C. "Dave" Marble, head of the Adolph Rebensburg gave assem- 
Product Service Division of Hot- bled distributors a quick look at 
point, let the delegates know they a lot of figures which his statisti- 
would get plenty of service in ‘40. cal and market planning depart- 
ment concocted. 
J. C. Sauer, vice president of J. W. Buggle of G-E Supply Co., 
G-E Contracts Corp., New York, Chicago, goes over his notes with 
seemed to get a great kick out of R. L. “Ray” Hanks of G-E Supply, 
the proceedings. Hartford, Conn. 


Les Sholty of Maxon, Inc., advertising counsel, refrains fr 
magic tricks long enough to chat with Henry Warren, manag 
of the Home Laundry division. 


e winner: 
tes his p 
otch fou: 
Supply 
mpany. 


A New England contingent: R. L. Hanks of G-E Supply, Ha 
ford; R. M. "Max" Wygant, G-E Supply, Boston, and R. 
Lewis of G-E Supply, Pittsburgh. 


6. Johan 
aybar, Ke 
id, W. Ve 


in their 
Mildred Hickman, manager of the home economics divisi Call, mee 
looks over some promotional material with Clint Brown, mana: cooking 
of Campaigns and sales training and below G. W. "Bud" Fisc stayed or 


H. J. "Harry" Mauger, D. C. "Dave" Marble and Ross R. Sm 
all of Hotpoint, Chicago. 


rgallying Cry at Biloxi Convention 


R. W. "Ray" Turnbull, vice president and gen 
eral sales manager of Hotpoint packed his owr 
unique variety of punch into a three-day ses 
sion of business and play at the Edison Genera 
Electric Appliance Company's Biloxi convention) 


ains 
, Manag 


e winners! Larry Wray of Electrical Merchandising congratu- 
tes his partner, Herm Faden of Hotpoint, on winning their 
otch foursome from W. R. Muehl (left) of the Crescent Elec- 
c¢ Supply, Madison, Wis., and F. P. “Pat'' Dunn of the same 
mpany. 


W. L. Sayre, Hotpoint's New York 
manager was everywhere at once 
—and always helpful. 


Frank Rose of G-E Supply, New- 
ark, renewed old acquaintances 
and went for a swim in Edgewater 
Gulf's big pool. 


H. K. DeWees, Hotpoint's nev 
manager at Atlanta, Ga., check 
over the program. 


G. Johannsen, vice president, G-E Supply, J. W. Frazier of 
aybar, Kansas City, S. G. Rogers of Bluefield Supply, Blue- 
d, W. Va., and L. M. Rish of the same company, get some “cokes”. 
in their eyes. 


George T. Bryant of Graybar, 


N. L. Reifler, president, Electra A. L. Hallstrom "Al" to every 
Houston, Texas, also went for the 


Supply Co., Poughkeepsie, N. Y., body, of Graybar Philadelphi: 
was tireless in his quest for excite- and president of Philly's Electrica 
ment. Association again in ‘40. 


es divisi Call, manager of the com- George W. Scott, Hotpoint treas- 


cooking division of Hot- 
"y” Fae stayed on a horse most of 
ss R. Sma: 


urer, laps up a bottle of "coke" 
during one of the recesses be- 
tween business sessions. 


G. W. "Bud" Fischer gets some 
advice from G. H. "Rock" Smith, 
Hotpoint's genial, two-fisted gen- 
eral manager. 


H. A. "Hap" Pendergraph of G-E 
Supply, Cincinnati, talks with a 
neighbor, H. E. Reitze, Jr., Reitze 
Distributing Co., Louisville, Ky. 


Ben Bristol of Central Electri 
Supply, Battle Creek, Mich., an: 
Bud Fischer. 
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FONARD REDUCES 


Isn't it beautiful? It's Leonard's 
lowest-priced 6'% cubic foot — 
model for 1940. . Model LSS-6.. 


offering high quality refrigeration 


at an amazing new low —. 


Look at its features! 
2. 
3. Heavily insulated. 

4. Finished in Permalain . . . \ 


Powered by fomous Glacier 


sealed unit... that has, 
_we believe, set an industry 


“record for quiet, trouble-free — 


Performance. 
6. 84 ice cube capacity. 9 Ibs. ic 


7. Glass | 


9. Temperature Control permits 


you to regulate speed of freez- 


ing and cabinet temperature. >a 
10. 2 extra-fast Freezing Shelves. — 


Here’s How Leonard, a Company with 59 Years 
of Quality Manufacturing Experience, Squarely Meets the 
Three Big Problems Retailers Must Face in 1940 


: OW CAN I MEET low-price competi- 
H tion? How can I protect my profit 
margin? How can I get more replacement 
business?” 


You—as a dealer—will probably agree 
these are the three most pressing problems 
in the retailing of refrigerators. 


Here's the news that Leonard has for 
you today—a new program that enables 
you to meet every one of these issues! 


A complete line of high-grade quality 
refrigerators at new low prices that 
enables you to meet a// price com- 
petition. 

A satisfactory profit margin on every 
model in the line. 


Specific models and with adequate 
margins that give you a real advantage 


in the rapidly growing replacement 
market. 
Here are savings for your customers that 
run up to $60. . . comparing quality for 
quality, size for size! 

Quality has not been sacrificed in 
Leonard’s new program. We cannot em- 
phasize this point too strongly. We have 
taken the finest cabinet Leonard has built 
in 59 years of experience and finished it 
inside and out with conveniences never 
offered before at these prices. Check over 
the specifications and you'll quickly prove 
this to your own satisfaction. 


Each and every model is powered by the 
Glacier sealed unit which, we believe, has 
set an industry record, not only for quiet- 
ness but for service-free performance. 
Notice, particularly, that Leonard’s offer- 


ing—for the first time—the Hi-Humid food- 
freshener system. A revolutionary new 
humidity feature that answers that old 
argument, “I'll buy a new refrigerator when 
you offer me something really new”. 

Prices begin at $119.95* for a big, 
family-size 6% cubic foot Leonard. From 
that price right on up, the step-ups in each 
model and its features and price will be 
your stepping stones to higher profits. 

Now you can handle a product you know 
is good . . . one that is backed by the en- 
gineering “know-how” of one of the big- 
gest companies in the business. And—you 
can make more money on it. 

If you want details on this great new 
line—and the program behind it—wire 
Leonard Division, Nash-Kelvinator Corp., 
Detroit, Michigan. 


*Prices suggested are for delivery in the kitchen with 5 Year Protection Plan. They ore exclusive of state and local taxes. Prices are slightly higher west of the Rockies. 
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INCLUDING LSS-6 SHOWN ON OPPOSITE PAGE FOR 


MODEL LS-8. Compore with $220 refrigerators. A big 
8,2 cu. ft. refrigerator with 16.3 sq. ft. of shelf space. 
Stainless-steel Zero Freezer with aluminum door, 2 extra- 
fast Freezing Shelves, special Cube ond Tray Release, 
12 Ibs.—96 ice cube capacity. Finger-tip control of 
freezing speeds. Sliding glass covered Crisper,; glass 
Meot File, Dry Vegetable Bin of I¥2 bushel capacity. 
Automatic light. Permalain exterior and Porcelain-on- 
steel interior. Powered by the famous 
Glacier sealed unit. Leonard's price only 


ELECTRICAL MERCHANDISING—JANUARY, 


* 


MODEL LS-6 {at left). Compare with $180 re- 
frigerators. A completely equipped 6/4 cu.ft. model 
with sliding porcelain. Crisper with glass cover, 
big Vegetable Bin, sliding glass Cold Storage 
Tray. Stainless-steel Zero Freezer with 2 extra- 
fast Freezing Shelves, aluminum door, special Cube 
ond Tray Release Lever. 8 ibs.—64 ice cube 
capacity. Finger4ip.control of freezing speeds. 
Automatic light. Rermalain exterior and Porce- 


lain-on-steel interior. Glacier $439" 


led unit. L d's price only 


MODEL LHS-6 (at ras Compore with $230 
refrigerators. New Leonard 6 cu. ft. model with 
Hi-Humid food-freshener system. Sliding porce- 
loin Crisper with glass cover, Meat Compartment 
built-in the freezer unit behind freezer door, 
2 extro-fast Freezing Shelves, 8 tbs.—64 ice 
cubes, special Cube ond Tray Release Lever. Re- 
volving, wheel-type Temperature Control. Auto- 
matic light. Vegetable Bin. Permalain exterior, 


Porcelain-on-steel interior. Glacier $ 95* 
ecled unit. Leonard’s price only . 169 


* 


MODEL LR-6 (ot leit). Compare with $210 re- 
frigerators. 6.5 cu. ft. Two porcelain Crispers 
with glass covers. Twin Dome lights. Sliding porce- 
lain Meat-File with cover. Vegetoble Bin. Stain- 
less-steel Zero Freézer with door, 2 extra-fast 
Freezing Shelves, 8 ibs.—72 ice cubes, with kce- 
Popper Cube Release and built-in Troy Release. 
Temperature Control.with aufomotic return from 
defrosting. Permalain exterior, Porcelain-on-steel 


interior. pore unit. 95* 
Leonard’s price only. 179 


MODEL LHD-6 (at pay Compare with refrig- 
erators from $230 to $300. New, 6.1 cu. ft., de 
luxe Leonard with all features including new Hi- - 
Humid food-freshener system. Twin Crispers with 
gless covers, Twin Dome. Lights, Vegétable Bin. © 
Meat Compartment built-in the freezer unit be- 
hind the freezer door. 2 extra-fast Freezing 
Shelves, lce-Popper trays with built-in Tray Releose, 
8 Ibs.—72 cube capacity. Revolving wheel-type 
Temperoture Control. Permalain exterior and Por- 


celain-on-steel interior. Glacier 95* 
sealed unit. Leonard's price only 209 


"MODEL LR-8..Compore with $250 refrigerators. 8.2 


cu. ft. capacity with 16.3 sq. ft. shelf area. Two porcelain 
Crispers with gloss cqvers, Twin Dome Lights, Vegetable 
Bin, sliding porcelain Meat File with cover. Stainless-steel 
Zero Freezer with full-height door, 2 extra-fast Freezing 
Shelves, ice-Popper Cube Release and built-in Tray Re- 
lease, 12 Ibs.—108 ice cubes. De luxe Temperature Con- 
trol with ovtomatic return from defrosting. Permalain 
exterior 


Porcelain-on-stee! interior. $ 95* 
Glacier sealed unit. Leonord’s price only 209 


1940 


$119.95" 


LHD-8. Compare this refrigerator with the 


t atuony price. A new de luxe 8 cy. ft. model com- 
pletely equipped’ including Hi-Humid food-freshener 
system. 1599 4q. ft. shelf crea. 2 porcelain Crispers with 
glass covers, Twin Dome Lights. Meat Compartment 
built-in the freezer unit behind freezer door. ice trays 
have Cube Release, Tray Lifter, 12 ibs.—108 cubes. 
Revolving wheel-type Temperature Control. Permalain 


exterior, Porcelain-on-steel interior. $ 95* 
Glacier sealed unit, Leonard's price only ‘BP 


. 
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Three Pacific Coast District guests. Left 
to right, G. M. Cramer, Electric Supplies 
Distributing Co., San Diego; C. A. Meier, 
Westinghouse Merchandise Manager, 
San Francisco; and C. E. Saviers, H. E. 
Saviers & Son, Reno. 


Two California guests were G. M. 

Cramer, (left), of Electric Supplies Dis- 

tributing Co., San Diego, and E. W. 

Isenhower, of Westinghouse Electric Sup- 
ply Co., Los Angeles. 


Frank R. Kohnstamm, sales manager of the Westinghouse 

Electric & Manufacturing Company Merchandising Division, 

outlines the plans for 1940 at the division's annual Dis- 
tributors’ Convention in Mansfield, O. 


Eight Northwestern District representatives. They are, 


E. A. Bonneville (left) of the Times Appliance Co., 


Left to right: L. B. Bourns, Mansfield headquarters 


left to right, J. S. Fly and J. H. Stratton, of the West- New York, receives congratulations from Frank R. sales; Otto Christoph of Paul J. Christoph Co., Rio de direct 
inghouse Electric Supply Co., at Minneapolis and Kohnstamm, (right) sales manager of Westinghouse Janeiro, Brazil; G. W. Bogdanoff, Import Manager of mana 
St. Paul; S. H. Stevenson, of Westinghouse, Chicago; Merchandising Division. Bonneville was one of 43 who Melchers, Inc., Tientsin, China; W. D. Cunningham Depa: 
H. A. Burkett and W. H. Bremer, of Westinghouse, received awards. and D. C. Brooks of Westinghouse Electric Inter- ply C 
Milwaukee; and A. M. Ryser, Jess Kaiser, and E. H. national Co. and J. A. Cowan, General Manager, of W 


Hurst, Westinghouse Elec. Supply Co., Milwaukee. 


This Southeastern District group are, left to right, 
E. J. Eckert, Atlanta; J. C. Fleming, Atlanta; R. L 
Downing, Columbia, S. C.; D. E. Brunskill, Columbia, 
S. C.; C. E. Hopper, Columbia, S. C.; R. E. Carswell, 
Atlanta; J. H. Howle, Raleigh, N. C.; M. V. Murray, 
Atlanta; C. F. Lucas, Atlanta; E. C. Downing, Green- 
ville, N. C.; J. V. Russell and W. N. Kennon, Atlanta, 
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Five Middle Atlantic District guests. They are, left to 
right, B. H. Williams and C. C. Campbell, of Superior- 
Sterling Co., Bluefield, W. Va.; W. M. Schlipf, Service 
Appliance Co., Bristol, Va.; G. F. Kindley, Edgar 
Morris Sales Co., Washington; and G. F. Smith, Penn. 
Electrical Engineering Co., Scranton, Pa. 


Cia Distribudora Westinghouse B. A., Mexico City. 


These Westinghouse Electric Supply Company repre- 

sentatives were among the guests. They are, left to 

right, E. J. Schaubert, Oklahoma City; G. H. Miller, 

St. Louis; W. A. Brent, Tulsa; E. A. McDermott, 

Memphis; and R. G. Berle and W. J. Fritz, both of 
Dallas. 
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S. D. Mahan (left) general advertis- 
ing manager of Westinghouse and 
A. L. Billingsley, president of Fuller & 
Smith & Ross, Inc., appear thoughtful. 


Reese Mills, manager of the 
division's Range and Water 
Heater Department, shown 
as he addressed the group. 


W. J. Russell, manager of 
Engineering at the West- 
inghouse Merchandising Di- 
vision Plant in Mansfield, O. 


Sales development managers shown above are: front row, left 
to right, Roger H. Bolin, advertising and sales promotion | | 
manager of the Merchandising Division; D. R. Schwarz, Chi- | | 
cago; J. G. Miles, Jr., Seattle; J. B. Stevenson, Boston; C. G. 
Lammers, Chicago; back row: J. E. Berno, Mansfield; J. H. 
Lide, Philadelphia; A. B. Murphy, San Francisco; J. H. Tuttle, 


rters 
o de 
er of 
jham 
nter- 
ager, 


City. 


Left to right, V. E. (Sam) Vining, Westinghouse 

director of department store sales; Reese Mills, 

manager of the company's Range and Water Heater 

Department; Eric Hall, of Westinghouse Electric Sup- 

ply Company, Seattle, Washington; and C. L. Weaver, 

of Westinghouse Electric & Manufacturing Company, 
Seattle. 


Representatives from the Eastern district who attended 


ft to the First Annual Merchandising School of Westing- 
filler, house at Mansfield, Ohio, on December 9-I1, are 
a J. E. Belles, A. J. Reilly, P. Reimer and B. P. Middleton 


oll of Westinghouse Electric Supply Company, Albany, 
New York. 


MERCHANDISING—JANUARY, 


Four of the Merchandising Division district managers 
who attended the annual Distributors’ Convention of 
Westinghouse are shown above. They are, left to 
right, E. M. Binns, Philadelphia; A. D. Peabody, Dallas; 
C. H. Guy, Chicago; and N. L. Myers, New York. 


Shown above are the Pittsburgh men who attended. 

Those in the photograph are R. T. Terry and J. W. 

Dorris of the Danforth Company and J. F. Bacon and 

D. S. Pollock of Westinghouse Electric Supply 
Company. 


1940 


Dallas; and W. H. Loeber, New York. 


The New England contingent: R. F. Chase, Conn. 

Electric Refrig. Co., New Haven; G. H. MacGilvray, 

Westinghouse merchandise manager at Boston; R. E. 

DeLoid, Westinghouse, Boston; J. E. Hall, Westing- 

house, Springfield; and J. K. Silver, V. C. Bruce 

Wetmore, J. B. Stevenson, and B. F. Moody, all of 
Westinghouse, Boston. 


Seven representatives from the Westinghouse Electric 
Supply Company at Newark, New Jersey. Left to right, 
R. Gopel, J. J. Mangan, W. McCarthy, R. E. Buxton, 
T. Egley, and seated, W. W. Rothfuss, and E. Rutter. 
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Maytag Master Washers are available in 
choice of white or gray, with either electric 
motor or gasoline multi-motor, and with or 

without water discharge pump. 
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AYTAG, leader in washer performance, now sets 
the pace in washer beauty. In its smoothly simple 
design this new Maytag Master Washer looks like solid 
worth—and lives up to its looks! Now, more than ever, 


it's the world’s finest washer. 


* 


It's NEW, in capital letters. It's got what it takes to 


attract attention, to create desire and to make a lot of 


money for a lot of dealers. From the instant touch con- 


trol on its exclusive new Roller Water Remover to the 
hooded rubber casters on its adjustable legs, the May- 
tag Master Washer is precision designed and built to 
wash better and quicker. The company that earned 
and has held the No. 1 spot in the industry for many 


years by giving full value, now gives its dealers and 


their customers even greater value. 


NOW... MORE THAN EVER 

MAYTAG’S THE MONEY- 
MAKER FOR EVERY 
DEALER, LARGE OR 
SMALL! 


You never saw so many 
red-hot selling features in 
one washer before! 


Everything about this new Maytag Master 

is designed to attract and sell prospects — 
a and to do big washings easier — better — 
a and more economically. I'm tickled pink 
Y that I don't have to sell against a feature 
list like this... 


1 50% greater washing capacity. Washes 
big loads in a hurry. 

2 One-piece cast aluminum tub. An exclu- 
sive Maytag feature. 

3 Maytag Gyrafoam Washing Action. 
Proved in millions of homes. 


4 Exclusive counter-sunk gyratator and 
Maytag sediment trap. 

5 Roller Water Remover. Worth half the 
price of the washer alone. 

6 Automatic roll stop. Rolls stop on re- 
lease of tension. 

7 Long-life power drive unit. Simple, com- 
pact and rugged. 

8 All four legs adjustable to suit height of 
the operator. 

9 High-bake enamel finish . . . the finest 
on any washer. 

a Scores of other features that are exclu- 
sively Maytag. 

: “Maytag’s done it again. 
Meet the Master — get the facts.” 


The Maytag Company, Newton, Iowa 


" Without obligation, please send me complete litera- 
; ture on the new Maytag Master Washer 


Name 
Address___ 
City 
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WHAT HAPPENS WHEN 


Laundries STR 


ON STRIKE 


STRIKE of laundry employes 
in the 


fourteen major laun- 

dries of Peoria, Illinois, which 

lasted six weeks, ending October 21, 
proved a boon to washing machine 


dealers. While it is difficult to say 
just how many washers were sold as 
a direct result of the strike, indica- 
tions are that more washing machines 
and ironers during this 
period than any other similar period 
in the history of Peoria dealers. 
Block & Kuhl Co. report the great- 
est percentage increase during the 
period. J. M. Snyder, buyer of the 
major appliance department, says that 
while they cannot point definitely to 
any certain number of sales due to 
the strike, their sales of both washers 
and ironers were tripled during this 
period, and this without putting in 
any extra efforts outside of their 
regular selling program. Not only 
single washers and ironers but the 
Bendix home laundry sales increased 
their volume 


period. The 


were sold 


considerably during the 


service department calls 

increased tremendously also during the 
period, he says 

E. G. Hough, buyer of the appli- 

ance department, Clarke & Co., said: 

“We believe that we can conserva- 


tively say that our washing machine 


business increased 15 per cent due to 
the strike. Our total increase during 
the period was much greater than this 
but we do not attribute all the increase 
to the strike. We had an increase in 


the sale of ironers, also, but not in 
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Right dealers in Peoria, IIl., report big increases 


in washer and ironer sales when 14 commer- 


cial laundries go on second six-weeks’ strike 


the same proportion as the washers. 
Our sales of hand irons increased 
considerably. We found it much easier 
to close sales with many prospects 
with whom we had been talking. Our 
service department was swamped. In 
three weeks we had more than 200 
calls for service work. This has given 
us a lot of new prospects, who are 
really good as we know what kind of 
machines they have and how old they 
are. We expect to keep on for some 
time capitalizing on the strike.” 
“This is the second strike of laun- 
dry workers,” says Paul Harris, gen- 
eral manager of Cohen Furniture Co. 
“In 1938 they had a strike. At that 
time we were the only dealer who 
pushed the washer business and at 
that time we doubled our business. 
This time nearly all the dealers took 


advantage of the situation and we did 
not do so well. Our sales during the 
period were approximately 75 per 
cent above those of last year but 
general business was 25 per cent 
better anyway, so we cannot say that 
all the increase was due to the strike. 
An interesting angle of the situation 
was that we sold several washers and 
ironers to women who bought them 
on purpose to start home laundries 
and do washing for other people.” 

F. J. Sullivan, assistant appliance 
superintendent, Central Illinois Light 
Co., reports: “We had approximately 
a 25 per cent increase in the sale of 
washers during the strike period. If 
the laundries increase their prices to 
the public due to the slight increase 
they granted the workers, we expect 
to sell a lot more washers.” 


Harry L. Spooner 


W. C. Bartley, manager of 
appliance department, Joseph Sa 


& Sons department store gave } 


reaction as follows: “We had my 
shopping, many inquiries, and s¢ 
sales of washers as a result of t 
strike. As we do not have any o 
side men and are not located do 
town, we quite likely did not have 
many sales as the downtown stor 
The inquiries we received gave 
some good prospects for future sale 

George Huisman, proprietor 
A BC Appliance Shop, remarke 
“While we handle new washers z 
ironers, our biggest business is 
pairing and the furnishing of re; 
parts for all makes of machines. | 
did not have any call during : 
strike for new machines that 
could attribute directly to the str 
but we were snowed under for | 
weeks in our parts and service 
partment. We had several calls : 
second-hand machines but did 
have any to sell.” 

“We had a tremendous amount 
shopping during the strike,” said 
Wayne Wilson, proprietor of Wils 
Appliances. “The strike was just s 
enough and just long enough in du 
tion for many people to have diffic: 
ir. making up their minds what t 
Our store was constantly filled 
shoppers looking for low-price 
chines. We bridged the gap by sel 
many new machines to people ¥ 
never had any idea of buying, thr 
our rental plan, a prolific source 
business at any time. Most of 
machines so sold were de luxe moé 
the result being that most of our s 
were at the very top of the list.” | 
Wilson company employs no ou! 
salesmen. With the average sale be 
around $70, the outside salesmar 
says, cannot make it profitable 
rather than sending home sales 
Saturday night with but little n 
to show for their efforts, he 
adopted the department store m« 
and uses advertising aggressive! 
bring customers to the store. 

S. J. Rubloff, Empire Home 4: 
ance Co., reports that while they ' 
no inquiries as to why people 
buying washers, their business 
creased throughout the period 
naturally he feels that some of 
increase, at least, was a result 
strike. 
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ERE’S the biggest news of the 
H year in the financing of major 
electric appliances. Instead of two 
plans—the usual “full recourse’’ or 
‘‘limited recourse’’ at higher pur- 
chaser rates—C. I. T. now offers ONE 
PLAN for major appliance dealers. 

That one plan is LIMITED RE- 
COURSE AT NEW RATES which 
are lower by ¥1 to ¥5 a deal and are 
equal to or lower than former full re- 
course plan purchaser rates. 

If you have been operating under 
the Limited Recourse Plan, you can 
now enjoy all its benefits at rates 
substantially lower... rates which 
make a difference of #1 to #5 on each 
transaction. 

If you’ve been operating on Full 
Recourse, you can now limit your 
liability under the Limited Recourse 
Plan at rates never more than your 
former rates and in many cases at 
rates even lower. 

Certainly here is the business 
builder you have been looking for! 


And Now Look at These Star C.I.T. Special Services 
LOWEST REFRIGERATOR PURCHASER RATES . 


SPECIAL HOME MODERNIZATION FIELD FORCE TO HELP YOU .. 


. as low as any offered by 
a national finance company today. With all the other 
advantages of C.1I.T. service, you now get in addition 
the benefit of favorable rates...a rate structure which 
automatically attracts customers! 


MECHANICAL REFRIGERATORS . . Close your sale 
right in the home where the faal test comes. One 
out of every four C.I.T. floor-planned refrigerators 
may be out on home demonstration at any one time 
—25% of your floor-planned refrigerators become 
salesmen for you. Ask your C.1.T. branch for details. 


. Our 
trained Home Modernization Staff calling exclu- 
sively on contractors and appliance dealers, is going 
to blanket the country. Your representative will con- 
tact you closely and often, suggesting ways to make 
C.1.T. service of greatest value to you. Establish your 
account now with the nearest of C.1I.T.’s more than 
200 local offices to start taking advantage of these 
streamlined, high-geared 1940 finance selling plans. 


CORPORATION 


A unit of Commercial Investment Trust Corporation. Combined capital and surplus over $100,000,000. Branches in all principal cities 


NEW YORK - 


CHICAGO 


* SAN FRANCISCO 
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2 YEAR-ROUND SELLERS 


The patented New Art Cleaner is different from any- 
thing else on the market—a super mop, wall cleaner, 
floor washer in one handsomely finished, scientifically 
built device 

Cut scrubbing time by half. 
scrub water. A single pull on the handy lever auto- 
matically wrings and cleans the durable sponge rubber 
mop head. Successful for both house-to-house and 
store selling. One Appliance Dealer writes: “The New 
Art Cleaner has meant $6000 in business just handed 
to us in last 10 months.” 


Hands never touch dirty 


J 


NEW ART ORYER—A really practical, folding dryer 
for kitchens, bathrooms, etc. Provides 15 feet of 
smooth, cadmium finished drying bars. Easy to install. 
A proved profit item that you want to add to your 
line now. 
Write for Complete Facts about 
these New Art items now 


ARTMOORE CO. 
Dept. 
108 N. Water Street, wastes, Wis. 


CORRECTIONS 


to the 


‘“ADVERTISERS’ 
INDEX’’ 


Page 134 of 
This Issue 


HE following changes and 

additions should be made 
in the Advertisers’ Index" 
appearing on Page 134 of 
this issue: 


Page 
ARTMOORE CO. 102 
C.I.T. CORPORATION 101 
MAYTAG CO. 98, 99 
RAY-O-VAC CO. 103 


The Publishers 
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In price, size and name this electric refrigerator is heralded as the biggest news 
new six and one-quarter cubic-foot Kelvinator which will sell for $119.95, delivered in kitchens east of the Rocky Moun- 
Pictured with it are the men who, through new selling and manufacturing 
economies, made it possible. From right to left, they are George W. Mason, president, W. F. Armstrong, vice president 
of Nash-Kelvinator Corporation, and Frank R. Pierce, general sales manager Kelvinator Division of the corporation 


tains, and with a five-year protection plan. 


REFRIGERATOR PRICES REDUCED $30 TO $60 
BY NASH-KELVINATOR IN NEW POLICY MOVE 


| 
| DETROIT—Announcement of the per- 
fection of a new manufacturing and sell- 
ing plan by which Kelvinator and 
Leonard electric refrigerators can be sold 
to the public at delivered prices from 
$30 to $60 less than 1939 prices was 
made at the combined conventions of 
distributors for these two famous brands 
at Detroit on January 11. 

The new program of the Kelvinator 
Division of Nash-Kelvinator Corporation 


also brings better margins and _better 
profit opportunities to retailers, it was 
declared by Frank R. Pierce, general 


sales manager. 

Kelvinator’s and Leonard’s base price 
for a big, six and one-quarter cubic-foot 
electric refrigerator equipped with their 
famous  super- powered, hermetically 
sealed mechanical unit will be $119.95 
delivered in the kitchens of purchasers, 
and with a five-year protection plan, any- 
where east of the Rock Mountains, 
General Sales Manager Pierce announced. 

“The new low-priced, high quality six,” 
Pierce declared, “is one of a group of 
five big sixes all carrying news-making 
price tags in the quality refrigerator 
market. They form a fine alignment for 
step-up selling, and the step-up in prices 
is far overshadowed by stepped-up fea- 
tures and quality in each instance.” 

In explaining how the dual manufactur- 
ing and selling program, which benefits 


both Kelvinator and Leonard lines, was 
perfected, Pierce told the cheering dis- 
tributors the following : 


3riefly, here’s what we have done: 

“1. We've concentrated 96 per cent of 
our production on six and eight cubic- 
foot models, which are the size refrigera- 
tors people really need, and which they 
will buy quickly at these new low prices. 
rhis brought about important production 
savings, and permitted us to lower the 


price some. 


| 


‘2. In anticipation of greatly 
creased sales, we have doubled our pro- 
duction schedules. Here is another pro- 
duction economy, which we have passed 
on to the public and to our retailers. 

“3. We then cut the cost of selling by 
working out a distribution plan along 
the lines of utilizing the most efficient 
and economical forms of selling in the 
various markets of the country. This 
saving from selling costs has also been 
passed along to public and retailers. 

“4. In addition, we have passed along 
another slice of the profits to the public 
and our retailers by reducing our manu- 
facturing profit per unit. 

“5. As a move to further simplify 
dealers’ price problems, we decided to 
pay the freight costs so that advertised 
prices east of the Rocky Mountains are 
the actual  ‘delivered-in-your-kitchen’ 
prices (exclusive of State and Local 
taxes). 

“Those who built our industry—the 
dealers—have been waiting for several 
years for some manufacturer to have the 
courage to give them a program which 
meets today’s conditions in the refrig- 
eration business. 

“We at Kelvinator looked the prob- 
lems squarely in the face. The appliance 
industry, we felt, had reached a point 
in its progress that made it difficult for 
the retailer or the manufacturer to make 
a profit. To bring about a return to 
sound, healthful conditions, it was imper- 
ative that the answers be found to cer- 
tain fundamentals confronting all retail- 
ers, including such things as low price 
competition, cut-price practices, the trade- 
in problem, the = of too many 
dealers, margins which were too short, 
a profusion of models in practically every 
line, and dealer advertising. 

“We are convinced we now have a 
sound program which fully answers each 
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of these problems, and we expect thiifas grea’ 
program to result in a return to a volun as @ 
business with adequate profits for « 
retailers. joi the A 
“Dealers who investigate our lines 


Kelvinator and Leonard refrigerat 

will find that every one is a new, 1° 
product. There isn’t an obsolete lai 
year’s model in either line. They wf ES 
see that our idea of meeting low-pr . 
competition, and other situations existin EC 


in the industry today, is not to gif 
dealers a year-old model, with shortq@@NEW Y 
discounts. Instead, we're starting an 
dealers out with a clean, new stock an§f{Pictorial 
full margins. type of 
“Included in the line are mode§jand food 
designed specifically for the k1 
increasing replacement market, and margyces. TI 
gins have been set on these modeggof recip 
which should enable the dealer to han oklets, 
the ‘trade-ins’ profitably. romotio 
“All of our products are the samggmation r 
high quality refrigerators for which Keg@ousekee 
vinator and Leonard have become famougpet-ups 
A careful inspection of our $119.95 bigMiss Kis 
six and a quarter cubic-foot capacit¥#conomi 
refrigerators will show that. curr ribune 
models of nationally-known manufa with th 
turers do not come within $30 or $40 fodern 
its price.’ end man 
oth Kelvinator and Leonard hageNitchen 
identical price structures and offer “F treet, ] 
sig Sixes” and three Eights at the 
lowing suggested prices, installed in t 
org and with a five-year protecti Beg Y 
$119.95. A six and a quarter cubic-f In pre 
low priced leader. Not a stripped modiiprincipal 
but one with fundamental features, ple ‘tion held 
of ice cubes, and a door-enclosed free{[pany, Ex 
ing unit. 
$139.95. A fully equipped six, sel 


at $40 less than the comparable 19% 
model. 


$169.95. 


A fully equipped six whi 
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has the new system of controlled humid- 


it 

3179.95. A de luxe equipped six and 
one-half cubic foot refrigerator with all 
the conveniences you can find in a mod- 
ern) electric refrigerator. 

2209.95. A de luxe six with all the 
modern features, plus the new system of 
controlled humidity. 

$189.95. The same features as the 
$139.95 six, but in an eight cubic-foot 
model. 

$209.95. The same features as the 
$179.95 six, but in an eight cubic-foot 
model. 

$239.95. The same features as the 
m@ $209.95 six model with the controlled 
humidity system, but in an eight cubic- 
foot refrigerator. 


) There's a Magician in the 
Range Business 


T all started when some _ good 

brother at a convention, after a 
hard night, began catching up on his 
forty winks. Les Sholty of the Maxon 
Advertising Agency, who is behind 
much of the Hotpoint advertising 
that you see, was talking. 

Gazing at the sleepy brother, he 
= continued his speech, and began fold- 
ing up a broadside. He tore it in two 
pieces. Then he began a round of 
refolding the bits, and tearing them 
up, too. 

} Soon he had nothing left but two 
j handfuls of tattered paper, which he 
}put together. The sleepy one looked 
jat him with a wondering eye. Then 
}Les Sholty proceeded to unfold the 
jpieces. Sure enough, they hung to- 
tgether. The sleepy dealer sat up. With 
jmouth open, he observed the entire 
ibroadside, in tags a minute before, 
jput itself together. 

“Advertising,” Les Sholty said, 


‘seems to dissipate itself in small 
pieces—but regardless of where it 


igoes, on each reader it has an effect 
ek. as great as it was in the beginning.” 
— , Les Sholty is a prominent member 
‘of the American Society of Magicians. 
lines 
igerat 
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rete ESTHER KIMMEL 

hey ESTABLISHES HOME 
existing) ECONOMIC SERVICE 

YORK—Esther Kimmel, formerly 
ting of ood and Home Management Editor of 


tock an§'Pictorial Review, has established a new 
type of service for advertising agencies, 


mode{nd food and home equipment manufac- 
rapidigeurers known as Food and Home Serv- 
and ma‘gpces. The service will include production 
» modegeof recipe and equipment material for 
to hand@mbooklets, labels, advertising copy and 


Promotional literature, ideas and infor- 
the sar _—s regarding consumer approach to 
hich Kefmousekeeping subjects, and photographic 
e famouwgeset-ups of food and home equipment. 
19.95 h@gMiss Kimmel was also Director of Home 

capacif/e-conomics for the New York Herald 

curre ribune Home Institute, was at one time 
ith the Priscilla Proving Plant of 
fodern Priscilla, and with public utility 
and manufacturers in home service work. 
Kitchen and office is at 112 East 57th 
treet, New York. 


Beg Your Pardon to Walter Trittipo 


In presenting the photographs of the 
incipal actors in the Chicago conven- 
ion held by the Proctor Electric Com- 
ny, ELECTRICAL MERCHANDISING slipped 
tp on a caption under the photograph of 


ix, selligWValter Trittipo, Midwestern Sales 
able 19§Manager. By error he was called ad- 
mertising counsel for Proctor Electric 


six whicompany. 


THE BIGGEST PRICE BLAST IN 
FLASHLIGHT BATTERY HISTORY 


Will Not Stick! Will Not Plug! Doubly Insulated! For 
the very first time, a unit cell with real plus features 
—backed by the most liberal guarantee ever offered— 
now at the new low retail price of 10c. 


FREE 


Unit package of 48 Ray-O-Vac Leak 
Proof Cells slashed to $3.12 dealer's 
cost— provides full profit of 35%. 
Order from your wholesaler today. 


GUARANTEE! 
This cell is uncon- 
ditionally guaranteed 
not to STICK in, 
PLUG or DAMAGE 
the flashlight. Should 
it do this at any time 
Ray-O-Vac will re- 
place,the flashlight 
without charge with 


MADISON, WISCONSIN 
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yous. find gas washers easier to 
sell when they are powered by 
Briggs & Stratton 4-cycle Gasoline 
Motors. Farmers everywhere know 
these motors as the world’s finest and 
economical. Easy to start any time, and 
trouble-free all the time. 


Such performance means more profit 
to you on every sale. A nation-wide, 
factory supervised, service organiza- 
tion is back of every motor. 


BRIGGS & STRATTON CORPORATION 


MILWAUKEE, WISCONSIN, U.S. A. 
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NEWS 


PEOPLE + PRODUCTS + PLANS 


January, 1940 


Electrical Merchandising Review of the Month 


BRIDGEPORT, Ct.—Opening the doors 
for the first time to its new institute 
milding the General Electric Company 
ntertained approximately 200 of its 
appliance distributors and their sales 
managers at Bridgeport, Conn., on De- 
ember 6, 7, and 8, with a preview of 
Sappliance product lines for 1940 and a 
Epresentation of advertising and mer- 
Schandising plans for the coming year. 
District sales managers, product special- 
sts, and headquarters officials of the G-E 
appliance and merchandise department 
swelled the attendance at the preview to 
well over 300 and packed the auditorium 
vf the institute to capacity during all 
three days. 
| The occasion was marked not only by 
athe opening of the institute, which is 
now the focal center for the company’s 
appliance activities, but by the bringing- 
together, for the first time in the history 
Sf the previews, of engineering, sales, 
jand promotional managers of every G-E 
appliance product line in a single pre- 
sentation covering three days. Distribu- 
tors and G-E district managers from 
fevery district in the entire country repre- 
ssented a national cross-section of appli- 
dance merchandising activities, expressed 
their high satisfaction with the results 
fof 1939 business, and enthusiastically 
Sreceived the disclosure of products and 
Bplans for 1940. 
| The preview officially introduced to the 
Bdistributing organization H. L. Andrews, 
ivice president of General Electric, and 
inow the executive head of the company’s 


GENERAL ELECTRIC DISTRIBUTORS 
HEAR STORY ON 1940 APPLIANCES 


Annual Convention at Bridgeport Held in December 


entire appliance operation, and it brought 
before the guests as dinner speaker at 
Brooklawn Country Club on the first 
evening Charles E. Wilson, long known 
to them as an active figure in the G-E 
appliance operation but as of January 1 
the new president of the General Elec- 
tric Company, succeeding Gerard Swope. 
T. K. Quinn, president of Maxon Inc., 
advertising agency, was the principal 
speaker on the second night’s dinner 
program at the Stratfield Hotel. 

The first day’s sessions in the air con- 
ditioned auditorium of the new institute 
building were under the chairmanship of 
Carl M. Snyder, assistant manager of 
the appliance and merchandise depart- 
ment in charge of sales. The day was 
devoted entirely to new product presenta- 
tions covering clocks, vacuum cleaners, 
fans, heating devices, home laundry 
equipment, radio, electric sinks, and kit- 
chen cabinets, ranges, water heaters, and 
refrigerators. Elaborate skits and dem- 
onstrations taxed the backstage facili- 
ties of the auditorium. The program 
opened with a dramatic prologue and 
closed with the presentation of the 1940 
refrigerator line, high spot of the day’s 


electrical appliance product show. 

The second day’s program featured the 
promotional story on the same new lines. 
Highlights were an announcement of the 
continuation of the G-E full-line national 
advertising program, in both magazines 
and trade journals, and greatly expanded 
product schedules, both in magazines and 
newspapers, for the separate products. 
Special emphasis will be placed in 1940 


on the newer major appliance lines, in- 
cluding the dishwasher, disposal, elec- 
tric sink, and steel cabinet lines. B. W. 


Bullock, advertising manager, was chair- 
man of the day. 

Third day of the convention was de- 
voted to policy and special merchandis- 
ing efforts, under the direction of L. 
Miller, merchandising manager. Pre- 
sentations included the programs for de- 
partment store, electric service company, 
rural electrification, home-building, and 
apartment house markets, with the Home 
Bureau and the General Electric Con- 
tracts Corporation contributing. The 
proceedings closed with the announce- 
ment of a new retail development pro- 
gram designed to weld dealer salesmen 
throughout the country into an aggres- 


sive organization which will take greater 
advantage than in the past of planned 
sales training. Details of the new pro- 
gram will be announced shortly. 

All meetings of the convention were 
held in the new institute, which has been 
constructed within the gates of the G-E 
Bridgeport plant as an appliance dis- 
play and demonstration center and which 
will house all future group activities of 
the appliance and merchandise depart- 
ment. Completely air-conditioned and 
luxuriously appointed throughout, the 
institute embodies the best features of 
the former institute at Cleveland with 
many new facilities inspired by modern 
conditions. The large auditorium on the 
first floor is equipped with projection 
booths, special lighting and sound con- 
trols, modern stage equipment, and a 
flexible seating arrangement. The audi- 
torium is accessible from the main en- 
trance and from the lounge which ad- 
joins it, and in which are displayed elec- 
tric kitchens and appliance groups. The 
second floor of the institute will consti- 
tute the home service center upon its 
completion in a few weeks, enlarging the 
facilities for appliance demonstrations, 
cooking schools and home economics 
training which were available at Cleve- 
land. 

New product lines were displayed to 
preview visitors in Preview Hall directly 
across the street from the institute. In 
the same building are located the new 
headquarters of the G-E Home Bureau, 
which were also open for inspection. 


} pany of Des Moines, la. 


Stillwell, Max Powers and Ruther Bream. 


Co., 


Crosley District manager. 


DISINS 


| Three members of the H. E. Sorenson Com- 
Left to right, Jack 


On the left, three members of the Apollo Distributing 
Newark, N. J.—Fred Goldberg, Harold Bergman 
and Dave Slobodien—share views with F. J. Hogan, 
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tributors, Des Moines, la.; 


the W. E. Titus Wholesale Co., 


Three members of the 
Thomas. 


1940 


Hyman Reader of Reader's Wholesale Dis- 
H. F. Clayton, 
Crosley district manager, and W. E. Titus of 
Oklahoma City. 


Louisville, Ky., snapped at Crosley's annual convention in 
Cincinnati. They are John Crider, S. J. Rapier and H. O. 


Crosley Men Sit Down for Lunch During Annual Convention 


Tom W. Berger, general sales man- 
ager Crosley Corp., and Neil 
Bauer, assistant sales manager, Cros- 
ley, snapped at the convention. 


Cooper-Louisville Company, 


advertising 


Fielding Robinson and Grant Layng, both of 
the Crosley Distributing Corp., New York City, 
with H. A. D'Arcy, manager of the Private 
Brands Division of the Crosley Corporation. 


Frank Greusel, Greusel Distributing Company, Milwaukee, 
Wis., enjoys a laugh with Lewis M. Crosley, vice presi- 
dent, and Ralph Heaton of Allen, Heaton & McDonald 


counsel. 
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CARNEGIE-ILLINOIS STEEL 


PUZZLE: Which Salesman 


“i Mrs. BA NKS is slightly bewildered—and you can't 


blame her. She has looked at dozens of washing machines and 
has finally narrowed the selection down to two well-known 
makes. Both have just the features she wants. Both are modern 
in design and priced to fit her budget. The two salesmen are 
equally helpful and persuasive. How will she decide which 
machine to buy? 

But wait—there is one difference between these two machines. 
One of them bears a small green-and-gold seal announcing that 
the manufacturer has used, underneath the enamel, a special 
sheet called “U-S-S Virrexamev.” And as the salesman so aptly 
points out, “When you see that seal, it’s a guarantee that the 
part you can’t see is just as fine and flawless as the parts you 
can see. That's your assurance of the kind of quality that means 
long life and complete satisfaction.” 

And that’s just enough to swing the sale. The order goes to 
that salesman whose supplier was wise enough to give him that 
extra proof of quality—the U-S-S ViTRENAMEL seal. 

See to it that the porcelain enamel appliances you sell bear 
this green-and-gold identifying mark. You'll be pleased at the 


respect it commands and the extra sales it helps you close. 


Pittsburgh and Chicago 


Columbia Steel Company, San Francisco, Pacific Coast Distributors 
United States Steel Export Company, New York 
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will get the order? 


This Mark Will Help 
You Close Many A Sale 


Progressive appliance manufac- 
turers* are now putting this Seal 
on their first-line products, and 
here's why. When a customer asks 
“Will it stand up?" you merely 
point to the seal and tell her what 
it stands for——proof that the hidden 
parts are as high in quality as the 
parts she can see. Customers know 
and recognize the ViTRENAMPI 
Seal. Advertising in America’s 
most widely read magazines is 
telling them repeatedly of its im- 
portance. Don't fail to point it out 
at every opportunity. 
*Manufacturers of washing ma- 
chines, stoves, refrigerators, sinks, 
table tops, bath tubs, kitchen uten- 
sils, and other porcelain enameled 
products. 
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UNIVERSAL REVEALS 
1940 ELECTRIC RANGE 
SALES 

— 
New Models Shown at Annual Con. 7 
vention in New Britain, Conn. FAS 


EST 


NEW BRITAIN, CT.—At a group @{\NSF 


meeting held December 11, 12 and 13 at the t 
the Landers, Frary & Clark plant in New ounced 

Britain, Ct., five new Universal electric anager 
range models with several original and q _Manw 
exclusive features were introduced to divisi 
salesmen attending from all parts of the t their 

country. A promotional campaign in- ently. 
cluding advertising in national women's The cx 
magazines, a tie-in with the Modern Kit- frigerat 
chen Bureau's national and local program, [@ther hot 
company and cooperative dealer advertis- [#he 159 

ing, radio announcements, direct mail t the co 
pieces, visualizers and other sales aids [§rogram 
was also presented. The 1940 Universal [les trai 
line will be announced to the trade this amm at 
month. A dran 


At the first session of the three-day [40 pro 


meeting, W. J. Cashman, Universal's , mot 
electric range sales manager, stated that | Pne of tl 
1940 promises to be the biggest year in e prem 


electric range history. “The electric Holly woe 
range is already taking the place of the Hamlet 
refrigerator as the biggest profit-build- 9 advar 


er for appliance dealers and specialty Soups 
stores,” Mr. Cashman declared. “After 7ome"s. 
having won great public acceptance 
through forceful national and local ad- t's 0! 
vertising and extensive promotion by | jor min 
utility companies, the electric range is | Next y 
at the ‘cream’ stage of development when /MBE&Sest y 
profits for dealers are largest. The fact Bs!0"S hi 
that now dealers instead of electric util. $st™uto 
ity companies are making the larger pro- les incr 
portion of sales is another indication #@™ has 
that the appliance dealer and specialty lly ines 
store owner are in a fortunate positior d amo 
| At the sales meeting it was pointed —— 
out that the new Universal Ranges are @ ©" P 
the result of more than a year’s research nquet 
prizes 


engineering and testing. Universal exe- 
cutives and engineers decided that greater 
speed could be added to the already fast 
electric range. They also concluded that 


anding 1 
inning d 
Might Fi 


it was possible to add flexibility of sur- hey we 
face cooking heat to the other proved o i” it 
advantages of electric cooking. The @. “Baty 
result of this latter conclusion was the J t! att 
“Mult-I-Heat” Control, a surface unit Asad 
switch that dials over 101 different heats ‘> 


and which Universal executives believe 
makes 3- and 5-heat switches obsolete 
The “Mult-I-Heat” Control was subject- 
ed to long severe tests under actual con- 
ditions in the Universal Test Kitchen 
and was found to be efficient and durable 


estingho 
orgia; 
anager o 


Features Explained 


Salesmen attending the Universal get- 
together were treated to dramatic 


Thirty-fi 
es were 
demonstrations of all the features of the JMts standin, 


1940 models. In addition to the “Mult- B 1939. 


I-Heat” Control, these features include 


new “Superheat” Speed Units, “Magic 
Eye” Oven Control, combining all con- 
trols in one and “Serv-A-Drawer”, 2 
novel, thermostatically-controlled warm-—W. L. N 


ing compartment which keeps foods 2 nang 
serving temperature and permits tht Mine ‘we 


homemaker to serve directly from_ the ‘imingtor 
range to the table. The range itself | 
said to be the “Nation’s Fastest.” Other 


high points of Universal’s sales meeting [rstein’ 


were a forceful dramatization of a nove . Wes 
“Sell-Up” plan, a sound film emphasiz- 
ing the major sales advantages of the Co., Ja 
1940 models and a demonstration of t estinghou 
“Stop W ‘atch Speed Test,” a new “ sell: wv y Ge. 


on-proof” idea which will also be stresse 
in national and trade advertising. Eac 
salesman attending received from th 
company a new camera with which ¢ 
“shoot the Universal story for 1940.” 

Company executives taking in 
various sessions included A. G. Kimbal 
president of Landers, Frary & Clark, ww! 
gave the address of welcome, B. C. Neec 
general sales manager, W. J. Cashm: 
electric range sales manager, D. Shep 
ard and H. E. Metz, who assisted in ¢ 
gineering the five new Universal movels 


'stinghou 
te, N. 
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‘FASTER FOR '40!"' IS 
ESTINGHOUSE THEME 


{ \NSFIELD, OHIO—“Faster for ’40” 
the theme for 1940 which was an- 
ounced by Frank R. Kohnstamm, sales 
anager of the Westinghouse Electric 
| Manufacturing Company merchandis- 
ie division to Westinghouse distributors 
t their annual convention which ended 
ently. 

The company’s 1940 line of household 
frigerators, ranges, water heaters and 


ther household appliances was shown to | 


re 159 distributors’ executives present 
t the convention, and the complete 1940 
rogram of advertising, promotion, and 
les training was outlined by Mr. Kohn- 
amm and other Westinghouse officials. 
A dramatic presentation of each of the 
40 products was given, by means of 
‘its, motion pictures and demonstrations. 
ne of the features of the meeting was 
e premiere showing of 
ollywood-produced motion picture, 
lamlet Goes to Town”, designed to sell 
e advantages of the all-electric kitchen 
groups of prospects at cooking schools, 
omen’s association meetings and simi- 
r meetings throughout the country. A 
ries of seven new refrigerator techni- 
lor minute movies also was shown. 
Next year is expected to be one of the 
ggest years in the merchandising di- 
sion’s history, Mr. Kohnstamm told the 
stributors. Because of the anticipated 
les increase, the division’s entire pro- 
am has been stepped up—with a mate- 
ally increased advertising appropriation 
d a more aggressive program on sales 
aining. 


a three-reel | 


High points of the annual convention | 


nquet Monday night were presentation 
prizes to tour distributors for out- 
anding range development work and to 
inning distributors in the fourth annual 
fight Fest”, a Westinghouse refriger- 
or sales competition among distributors 
hich has been conducted over a “Six- 
und”, three-month period. Winners in 
ec Battle Royal”, one of the features 
the refrigerator “Fight Fest” were the 
llowing : 
E. W. Isenhower, Westinghouse Electric 
ipply Co., Los Angeles; Glenn Nutter. 
oock Electric Supply Co., Cleveland ; Gene 
amer, Electric Supplies Distrib. Co., San 

‘ego; and Leo Kayhill, Kempf Brothers, 

tica, New York. 

The range sales leaders were: J. L. Perry, 
the J. L. Perry Co., Nashville, Tenn. : 
W. Lehner, merchandise manager of the 
estinghouse Electric Supply Co., Atlanta, 


orgia; H. 2 McConnell, merchandise 
anager of the Westinghouse Electric Sup- 
y Co., Philadelphia, Pa.; and R. L. 


Town, merchandise 


Use 


manager of Westing- 
Supply Co., Indianapolis, 
Thirty-five other distributors’ representa- 
es were honored and awarded prizes for 
‘standing refrigerator sales performance 


1939. They were: R. F. Chase, Con- 
Cticut Elec. Refrig. Co., New 
un.; J. W. Carr, Westinghouse Electric 
ipply Co., Providence, R. L: M. J. Stone 
estinghouse Electric Supply Co., Wor. 
ster, Mass.; E. A. Booneville, Times 
pliance Company, New York City. 


L. Nisbet, Westinghouse Elec. Supply 
mpany, Binghamton, N. Y.: W.. M. 
ilipf, Serv. Appl. Co., Bristol, Va.; L. W. 
ue, Westinghouse Electric Supply Co.. 
imington, Del.; Geo. Hoeflich, Westing: 
Use Electric Supply Co., Baltimore, Md. ; 
M _Cronson, Westinghouse Electric Sup- 
o., Philadelphia, Pa. ; Borstein, 
Co., Camden, N. J.: W. F. 
a estinghous clectrie § 
ting use Electric Supply Co., 
« G. Hardy, Westinghouse Electric Sup- 
Co., Jacksonville, Pla.: B. H. Boatner, 
*stinghouse Electric Supply Co., Tampa, 
+ M. O. Hogg, Westinghouse Electric 
Pply Co., Columbia, S. C.; F. rson, 
‘stinghouse Electric Supply Co., Char. 
te, N. C.; W. B. Meek, Monroe Hdwe. 
Monroe, La. and New Orleans, La.: 
L Fielden, Southern Furniture’ Sales 
mpany, Knoxville, Tenn.: Frank Moore, 
‘thern Furniture Sales Company, Chat- 
‘ooga, Tenn.; R. E. Eckhardt, Danforth 
mpany, Pittsburgh, Pa. 
‘om Mason, Kelley-Mason (o., Cincin- 
", Ohio; E. C. Brauning, American Sales 
; Columbus, Ohio; BE. C. Brode, West- 
house Electric Supply Company, Cleve- 
+ Ohio ; T. E. Goldenberg, American 
*s Co., Dayton, Ohio; E. W. Lieber, 
ock Electric Supply Co., Canton, Ohio: 
J Moffatt, Westinghouse Electric Supply 
Prov), Chicago, Ill.; John Lee, West- 


if 


Philco Men Look Forward to Palm Beach 


Cliff S. Bettinger, Philco's Pacific Coast division manager, is shown here (center) 
discussing plans for Philco's mid-winter conventions at Palm Beach, Fla., with John 
Ballantyne (left) treasurer of the Philco Radio & Television Corporation and 
Thomas A. Kennally (right), general sales manager. 


inghouse Electrie Ft. 
Tne. 

R. Price, Westinghouse Electric Co.. 
Omaha, Nebraska; W. UD. Mardick, Mar- 
dick Tire & Appl. Co., Joplin, Mo.; Dean 
Whiteman, Westinghouse Electric Supply 
Co., St. Louis, Missouri; Tom Savage, Inter- 
mountain Appliance Co., Denver, Colorado: 
V. G. Sterrett, Westinghouse Electric Sup- 
ply Company. San Antonio, Texas: John 
Comer, Zork Hardware Co., El Paso, Texas; 
C. M. Mackey, Westinghouse Electrie Sup- 
sly Co., Houston, Texas: Frank Waite, 
Vestinghouse Electric Supply Company. 
Phoenix, Arizona; and C. E. Saviers, H. E 
Saviers & Son Inc., Reno, Nevada. 

The entertainment program at the ban- 
quet was pecsenens entirely by Westing- 


Supply Co., Wayne, 


house employes. Music was supplied by 
the Westinghouse Swing Band. 
St. Paul Electrical Show 
February 12-15 
ST. PAUL, MINN.—AIll but two 


booths for the Electrical Trade Exposi- 
tion in St. Paul, Minn., February 12-15, 
have been taken, according to Paul D. 
McCullough, president of the North 
Central Electrical Manufacturers Club. 


CROSLEY SALES 
CONVENTION 
SETS RECORD 


CINCINNATI, O.—The Crosley dis- 
tributors convention held at the Nether- 
land Plaza Hotel recently was the most 
successful in the past several years, ac- 
cording to Thomas W. Berger, general 
sales manager, The Crosley Corporation. 

Held primarily to show the 1940 line 
of Crosley Shelvador electric refrigera- 
tors, orders booked for refrigerators and 
other Crosley appliances exceeded 120 
per cent of the quota set, Mr. Berger 
reported. The new refrigerator models, 
he said, were most enthusiastically re- 
ceived. 

Distributors attending the convention 
reported business conditions much im- 
proved in all their territories, and all ex- 
pressed confidence that a period of very 
good business lies ahead for 1940. 


WALTER BONES APPOINTED ABC MINNEAPOLIS 
DIVISION MANAGER 


Altorfer Bros. Company of Peoria, 
Illinois, manufacturers of ABC wash- 
ers and ironers, have announced the 
appointment, effective at once, of Wal- 
ter Bones as Division Manager, with 
headquarters in Minneapolis and serv- 
ing Minnesota, Wisconsin, Iowa, North 
Dakota, South Dakota, Nebraska, and 
part of Montana and Wyoming. 

Mr. Bones was previously for many 
years Minneapolis branch manager for 
the Maytag Company of Newton, 
Iowa, and was at one time in charge 
of the Maytag Experimental Depart- 
ment. With his 30 years of experience 
in the washer-ironer field, he enjoys 
wide acquaintance among dealers. 

In connection with his new associ- 
ation with Altorfer Bros. Company, 
Mr. Bones says, “I believe that ABC 
offers for 1940 the most complete and 


most beautiful line of washers and 
ironers manufactured a quality 
line that makes it possible for the 


dealer to do a good selling job in 
every retail price bracket, and with 
a satisfactory margin of profit. I 
feel qualified to say that the new ABC 
line offers the dealer greater possi- 
bilities for 1940 and thereafter, than 
any other line.” 
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Walter Bones, for many years 


branch manager at Minne- 
apolis for Maytag, takes over 
the same territory for ABC. 


Mr. Bones has announced that sev- 
eral regional managers, some of whom 
have been associated with him for 
many years, have joined him in his 
new connection and will be actively 
aiding him in serving washer-ironer 
dealers in the northwest trade area. 


HOT POINT 
DISTRIBUTORS WORK, 
PLAY AT BILOXI 


See New Appliance 
Lines at Annual Meet 


BILOXI, MISS.—R. W. Turnbull, Hot- 
point vice president and general sales 
manager, in his keynote address at the 
Hotpoint “Partners” meeting, held in 
Biloxi, Miss., Dec. 2-5, sounded the 
theme for the coming year—‘Follow 
Through in ’40!” 

At the Biloxi meeting, Hotpoint exe- 
cutives made the first announcements of 
the new 1940 Hotpoint home appliances, 
together with an impressive array of 
sales and advertising plans, to back up 
each of the five Hotpoint lines. 

As the distributors left the conference, 
plans were already underway for local 
presentations of Hotpoint’s 1940 products 
and merchandising program to retailers 
and utilities. These meetings will be put 
on shortly after January 1, by individual 
distributors. 

George A. Hughes, pioneer of the elec- 
tric range industry, and president of 
The Hotpoint Company, opened the 
Biloxi conference. 

Hotpoint executivs who took part in 
the program were: Harry E. Warren, 


| manager, Home Laundry Division and 


Beekman, manager, Kitchen 
Sanitation Division. 
F. B. Williams, manager, Hotpoint 


Refrigeration Division, presented the 1940 
Hotpoint refrigerators. He was followed 
by Ross Smith, manager, Kitchen Sales 
Division, who discussed the housing 
project market, and ensemble appliance 
selling, via the planned kitchen layout. 
“Who Sells Hotpoint and Where” was 
the subject presented by A. Rebensburg, 
manager, Hotpoint Merchandising Re- 
search Division. George W. Scott, 
treasurer, The Hotpoint Company, dis- 
cussed “Friendly Finance,” and A. 
Rose, works manager, presented details 
of manufacturing. 

The 1940 Hotpoint electric ranges 
were the subject of the presentation by 
Ward R. Schafer, manager, Range Di- 
vision, under the title of “Turn on the 
Heat.” He was assisted by Miss Mildred 
Hickman, manager, Home Economics 
Department, who discussed and demon- 
strated the new Hotpoint range features. 
Service plans for 1940 were given by 
D. C. Marble, manager, Hotpoint 
Product Service Division, Next, A. H. 
Jaeger, manager, Hotpoint Water Heater 
Division, presented the 1940 electric 
water heaters, with plans for their pro- 
motion and sale. 

D. Byler, Hotpoint vice president 
and general manager, opened the Tues- 
day afternoon session with an enthusi- 
astic forecast for the coming yar in appli- 
ance selling. He was followed by J. C. 
Sharp, chief engineer, who explained the 
“legitimate” method of cost reduction. 
Then came the presentations of Hot- 
point’s advertising and sales promotion 
plans for 1940. L. J. Sholty, vice presi- 
dent, Maxon, Inc., opened this portion 
of the program. Clinton Brown, Hot- 
point’s manager of Campaigns and Sales 
Training, told of coming campaigns. 
W. A. Grove, manager, Hotpoint Ad- 
vertising and Sales Promotion, described 
in detail what is said to be the most 
extensive program of advertising and 
sales promotion ever undertaken by the 
Hotpoint Company. 

“Planning for Profits” was the subject 
of the talk by G. H. Smith, Hotpoint 
General Merchandising Manager, who 
explained how to tie together, in usable 
form, the products, plans and_ policies 
revealed at the preceding sessions. 
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MANY IMPORTANT 


NEW IMPROVEMENTS plus 
ALL THE FAMOUS CAVALIER FEATURES 


Again in 1940 Cavalier steps ahead with improvements that 
will insure customer preference and dealer profits! 


ON DISPLAY AT: 


New York 
206 Lexington 
Ave. 


Chicago 
666 Lake 
Shore Drive 


San Francisc 
Also a ancisco 
Frank L. Robinson 
Burns Wholesale Western 
Furniture Co. Furniture Exchange 
340 W. Ohio St. and Merchandise 
Mart 


The new 1940 Cavalier line is 
now ready ... ready to win 
you new customers and certain 
profits for the coming season. 
Before you select any electric 
range line for 1940, be sure 
you see Cavalier! Dealers who 
have seen this important new 
line in pre-showings agree that 
it is the standard of compari- 
son for the industry. 


Cavalies CORPORATION 


CHATTANOOGA 
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TENNESSEE 


PAUL PUFFER 


Norge 


Appointment of two new department 
sales managers and four new regional 
managers tor Norge Division Borg- 
Warner Corporation, Detroit, is an- 
nounced by M. G. O’Harra, vice-presi- 
dent in charge of sales. 

Bridge, former regional man- 
ager, has been named sales manager for 
the washer, ironer, and space-heater de- 
partment. Paul Puffer, former regional 
manager, becomes sales manager for the 
refrigeration department. 

The four new regional managers are 
William H. Hanna, Harry Lewis, R. H. 
(Rube) Pizor, Ray C. Roy. 

Hanna, who will establish his head- 
quarters in Detroit, will cover Michi- 
gan, Ohio, Pennsylvania, West Virginia 
and a portion of Virginia. For the past 
two years he has traveled the United 
States for the Modern Kitchen bureau, 
and for the two years previous to that 
he served as advertising and sales-promo- 
tion manager for the Kelvinator range 
and water-heater division. 

Lewis began his home-appliance expe- 
rience with Frigidaire in Milwaukee in 


R. H. PIZOR 
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EARL R. BRIDGE 


1926 and, in 1931, joined the Westing 
house Supply company organization 

Milwaukee. In 1936 he went to West 
inghouse Electric & Manufacturing con 
pany as range, water-heater, and dis! 
washer supervisor, covering Wisconsi: 
upper Michigan, and lowa, with head 
quarters at Mansfield, Ohio. 
he became full-line supervisor out 

Detroit for Michigan and northern Ohi 
For Norge Lewis will have headqua: 


ters in Kansas City and travel Kansas f 


Colorado, Nebraska, Iowa. 

Pizor, who will headquarter in S: 
Louis, has a Norge territory of Ke: 
tucky, Tennessee, Mississippi, and a por 
tion of Illinois. 
representative for Norge on all products 


covering the United States, for the past 
Prior to that he served as 2 


six years. 
factory agent for home laundry equi; 
ment. 


Roy was also formerly a Norge spe- 


cial representative, covering the Unite 


States, and, before that, a washer spe. 


cialist. He will work out of Chicag: 
and cover northern Illinois, Wisconsin 
Indiana, Minnesota, and North and Sout! 
Dakota. 


RAY ROY 


In 19378 

devel 


He has been a special 


nf Mr. R 
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Hew Positions of the 
WITH AVALLET 
| 
{Al “OR | 
i W. H. HANNA HARRY LEWIS 
— 
—_ 


Easy 
|. J. Nance, general sales manager i 
hf the EASY Washing Machine Cor- = on 
oration, announces the appointment ; 
§ W. H. Reeve to head up a new 
major dealer development de- 
partment. : 


Years (head wren ANOTHER 


SENSATIONAL STEAM IRON 


W. H. REEVE 
esting 
jon Mr. Reeve, most recently New York 
West-Mhousehold sales manager for Frigid- 
x com-ppire, was former eastern representative 


i dish-(@pf the department store and furniture 
consin,f/ptore division of that company. His 


| 
head iepartment will cooperate with leading 
n 1937BMEasy dealers throughout the country 
out oifgn development of sales and operating 
n Ohio. fplans, as well as advertising and pro- 
ar-Egnotional activities. 
Designed by 
Brooks Stevens 

in 
i Hotpoint 
| a po 

roduc ? R. W. Turnbull, vice president and @ The first fully automatic electric steam iron to be offered @ Operates also as dry iron if desired—with same automatic 
he pasi[eneral sales manager, Edison General for home use! control feature! 
ed as afelectric Appliance Company, Inc., Chi- , : High wattage element (A.C. only) gives fast heat re- 

equip-feago, has announced the appointment of @ Just set the dial for any fabric—new type thermostat ironing ! 

J. Prashaw as manager of the com- holds temperature exactly as set! Rusti, ‘all 

ge spe-—pany’s Dallas district. Ideal li Il as synthetic fabrics! ‘lo yo + 

Unite Educated in Fulton, N. Y., Mr. Pra- @ Ideal for linens as well as synthetic fabrics: alloy sole plate! | 
ler spe-Peaw spent ten years with the Missouri 
Chicago Be ower and Light Company. In January, 
isconsin,fe937, he joined the Hotpoint Company 
d Soutfes refrigeration specialist in the Kansas 


ity district. It is from this position that 
c has been promoted to his present post. 
le succeeds J. T. Nee, who has been 
ransferred to the Atlanta district, as 
lotpoint electric range specialist. 


Thermostat prevents iron 
from overheating when 
water has boiled off. Press- 
es the finest fabrics without 
a press cloth — can’t burn 
or scorch even 
rayon. Net weight 
only 4 lbs. A.C. 
only. A safe, 
practical, 
high-quality 
iron at a low 
price! See it 
at the show! 


The iron that proved the 
value of the steam prin- 
ciple! Economical—uses 
only 525 watts. Uses 
either A.C. or D.C. Irons 
rayon, celanese, acetates 
without burning 
or scorching. 
Presses woolens 
| on right side 
without press 
cloth! Great- 
est value you 
ever saw at 
the price! 


YOU HAVEN'T SEEN ANYTHING IN ELECTRIC 
STEAM IRONS UNTIL YOU'VE SEEN... 


as acted as credit manager at Boston, 


t ROOMS 679-680, PALMER HOUSE ° SUITE 1477, MERCHANDISE MART 
‘sistant sales manager at the New York 

ranch, and since 1925 as branch man- Don’t Make any Commitments Until You See Steam-O-Matic at the Show 
Ser at Newark. 

Mr. Litchfield took over his new duties 


» (2sgember 18 and will report directly | STEAM-O-MATIC CORP., 228 SOUTH FIRST STREET, MILWAUKEE, WIS. 


lanager, FACTORY REPRESENTATIVES; MARTIN CARLSTEIN & ASSOC. NEW YORK, N.Y., NYE-SCURLOCK, Inc., CHICAGO, ILL., D. E. SANFORD CO., LOS ANGELES & SAN FRANCISCO, CAL. 


Cc. J. PRASHAW 


Graybar 


H. P. Litchfield, Graybar branch man- 
ger at Newark, N. J., has been trans- 
tred to the general executive offices as 
neral commercial sales manager. 

In October 1915, Mr. Litchfield joined 
€ Central Merchandise Department of 
Nestern Electric and since that time 
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Women Appreciate this 
Added Assurance 


of Vacuum Cleaner Dependability 


| HE MAN who sells a vacuum cleaner equipped with a 


Black & Decker motor has an advantageous story to tell. 


He can point out, with all confidence, that the heart of 
his cleaner is a Black & Decker motor. He can say this 
motor was individually designed to fit the particular type 
of cleaner he sells—and that it’s made by a company 
with 25 years of specialized experience in engineering 


and manufacturing vacuum cleaner motors. 


The result is a Black & Decker motor with a splendid 
reputation for dependability. Thoughtful vacuum cleaner 
salesmen tell their prospects this story and women are 
glad to get this added assurance of efficient, trouble-free 
motor performance. 

When it comes to making satisfied customers, you can’t 
beat Black & Decker Motors. Long years of satisfactory 
service—and the continued patronage of leading vacuum 
cleaner manufacturers—prove that beyond any doubt. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


Specialists in the Design and Application of 


UNIVERSAL 
MOTOR 
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Globe Stove & Range Perfex Corporation a 
E. W. Lewis, Jr. has been appointed That L. B. (Pat) Miller has joined j t 3 
director of sales, a new post in the organ- Automatic Control Division in a sale tral . 
ization of the Globe Stove and Range executive capacity is announced by the on TI 
Company, Kokomo, Indiana, according Perfex Corporation, Milwaukee, Wis. hiallst 
to an announcement made by Alden consin. 140 
Chester, vice president and general man- “Pat” is one of the pioneers of | M 
ager of the company. Mr. Lewis will be control industry. With E. N. McDom d strict 
in complete charge of the sales and ad- he founded the firm of McDonnell § Compé 
vertising program covering the entire Miller, manufacturers of low water 
Globe line of Dutch Oven ranees for all offs, in 1924. When he sold his inte 
fuels as well as the coal and oil heaters. to Mr. McDonnell in 1929, he joined 
Othe 
E. W. LEWIS, JR. L. B. MILLER ) preside 
Utilitie 
urer, | 
Ward 
Mr. Lewis announced, at the same Time-O-Stat Controls Company of Elk / Robert 
time, there would be no changes in the hart, Indiana as assistant sales manager} 9 Depart 
heads of the various sales divisions of This company was purchased by ping A: 
Globe. B. B. Turner will continue as Minneapolis-Honeywell Regulator 
sales manager of the Coal and Oil Di- pany in 1931, and “Pat” took charge off 
vision, E. A. Maple as sales manager of the Refrigeration Control Division : 
the Gas and Electric Division, and that concern. In 1932 he initiated thf) 
Russell Ray as merchandising manager. activity of Minneapolis-Honeywell in theP# Flo 
air conditioning field, and for the nex @ special 
five years was prominently identified } radio « 
this phase of the control business. H Corpor 
Toastmaster then introduced the Polatron System of§ ment 
Refrigeration Control, and managed thi) manag 
Harold Adams, formerly covering activity until his resignation in June ' Warne 
Minnesota for the Toastmaster Prod- this year. } ground 
ucts Division of McGraw Electric } radio 
Company, has been advanced to the 
Chicago territory which comprise 
Town, G-E Incandescent Lamp Dept. 
Dr. R. D. Mailey, formerly vice-pres-f) 
dent of G. E. Vapor Lamp Co., Hobok« 
N. J., until its merger with G E’ s Inca 
descent Lamp Department, Cleveland, 0) 
form the company’s new Lamp Depar: 
ment, has been transferred to the Lam) 
Development Laboratory at Nela Par! 
Cleveland. There he will serve in 
supervisory capacity on various phase 
of development of gaseous discharg 
lamps. 
George J. Taylor, formerly commerciafy 
engineer for G. E. Vapor Lamp Com} 
pany, has been transferred to the Ney 
Park engineering department, Clevelan 
In his new work, Mr. Taylor head} 
up industrial lighting activities, givin) 
special attention to practical application 
of lamps to illumination of factory area 
He w 
radio 
G-E Appliances United 
HAROLD ADAMS 
W. C. Noll has been appointed ma 
ager of product service for the Gene 
Electric appliance and merchandise 
Joining Toastmaster in 1935, Mr. partment, Bridgeport, — accor i \nn 
\dams progressed through several to an announcement by H. Andrew 
positions in the general offices and vice president. In this a he will ¢ ) Nash-k 
was promoted in July, 1937, to the ordinate and be responsible for seri today | 
sales force in the New York territory. on all products of the department, as W Lewi 
. as for the operation of all field ser\ treasur 
shops handling G-E appliances. ten yea 
lea ing 
Apex vated 
Easy Washer mporte 
Several changes were announced this tinine 
week in the Apex sales personnel. Richard E. Weiss has joined the [a . r. 
\ A. Nichols, Apex representative at Washing Machine Corporation, Syra a 
Buffalo, has been named district manager N. Y. as assistant advertising manag ae 
of the Virginia territory, with headquart- Before that he was advertising manag », 2 
ers at Washington. Emmett Starks will at Samson-United Corporation, R Behe G 
fill Mr. Nichols’ place in Buffalo. ester, N. Y. for more than three y Ain 1 
E. M. Maness has been appointed dis- Prior to that, promotion manage: Nas 
trict manager of the Kansas territory, Hearst’s Rochester Journal and Sun ae 
to succeed C. P. Lang, who resigned. American. 2 
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Philadelphia Electrical Association 


.t the annual election of officers by 
ed it t toard of Governors of The Elec- 
sale al Association of Philadelphia held 
y tt Thursday, December 7th, A. 
Wis llstrom, was elected president for 
10. This will be the second term 
f + Mr. Hallstrom, who is Atlantic 
yn) trict manager, Graybar Electric 
el Company, Inc. 
ite 
ed 
i A. L. HALLSTROM 
Other officers elected were: vice- 
} president, Howard L. Miller, president, 
) Utilities Engineering Company; treas- 
}urer, Philip H. Ward, Jr., president, 
| Ward Electric Company; secretary, 
of Elk : Robert J. Moran, Chief of Electrical 
anager ii Department, Middle Department Rat- 
by Association. 
arge 
sion Stewart-Warner 
ted 
1 in thf# Floyd D. Masters has been appointed 
he nex:f} special factory representative for the 
tified } radio division of the Stewart-Warner 
ss. H Corporation, according to an announce- 
stem iment by L. L. Kelsey, radio sales 
ged thi} manager. Masters joins the Stewart- 
June } Warner Corporation with a back- 
} ground of 17 years experience in the 
radio and household appliance field. 
ept. 
ce-pres 
Lobok« 
s Inca 
eland, 
Depar: 
he 
la Parke 
ve in 4 
s phase i 
lischarg 
mmerci 
np Comfy 
the Newt 
‘levelai 
or hea : : 
oplicati F. D. MASTERS 
wy ar 
He will work with Stewart-Warner 
radio distributors throughout the 
United States. 
ited ma 
Gener Nash-Kelvinator 
ndise 
accor din: \nnouncement of the election of How- 
Andrew ard A. Lewis as a vice-president of 
e will COB Nash-Kelvinator Corporation was made 
se today by George W. Mason, president. 
nt, as W Lewis, who has held the position of 
Id ser treasurer of the corporation for the last 
ten years, is considered to be one of the 
ealing financial experts in the automo- 
tive industry today. He has been ele- 
vated to his new post by virtue of the 
mportant role he has played in main- 
‘dining the sound financial basis on 
1 the vhich Nash-Kelvinator is built, Mason 
, Syracus 4 
, oincident with the election of the 
ne vice-president, Mason announced 
on, R x. V. Egan had been elected treas- 
hree y Egan has been assistant treasurer 
anage! Nash-Kelvinator Corporation for the 
nd Sun 


NDISIN 
5 


bas! twelve years. 
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Finish is of vital importance in the show 
room. It is even more vital in the kitchen or 
laundry. Profits depend on how a product 
sells—customer goodwill depends upon how 
it lasts. 


If your line is Bonderized it is assured finish 
- permanence and lasting finish beauty. Bond- 
erizing neutralizes the effects of moisture and 
humidity. It bonds the finish to the metal 
and resists the attack of rust. It provides an 
important selling feature that the salesman 
can use effectively. Your prospect knows the 
extra value provided by Bonderizing. If your 
line is Bonderized, tell him about it. 


PARKER RUST PROOF COMPANY 


2164 £. MILWAUKEE AVE. © DETROIT, MICHIGAN 


Send for this Kook 
< 
It describes Bonderizing in detail 


and gives the salesman a new 
talking point. 


CONQUER RUST 


BONDERIZING PARKERIZING 


YOUR 
| When BE /MPRE. re 
| | ta 
K | (( 
Utes 
i 
| / | tk 
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goldfish 

PLU attractio 

sales 

big app! 

electric 

Emph 

r 4 = angle wi 

You may remember Whistler's classic rejoinder to the tabs 

first tim 

young lady who asked the great artist what he mixed op 
a . ‘ A booth at the Denver Electrical Jubilee, showing a guest receiving an elec- .’ all 

his paints with ... trical shaver demonstration. In the foreground is a little girl who with her the corn 

mother—also an interested spectator—are getting the idea that here is some- ducted 

“With brains!” came the instant reply. thing Daddy will prize as a Christmas gift. estant 

manufac 

ers were 

Good business magazine editing is more than a matter “ROCKY ee oe ELECTRICAL JUBILEE arena di 

formance 

of mere news gathering, fact finding and working the | voluntee 

| . | DENVER—Merchandisers of electrical , tion among retail outlets. At noon on 

scissors and pastepot overtime, equipment in the Rocky Mountain West | November 30 (Thanksgiving Day inf*< os 

fostered the Christmas spirit December | Colorado) the many local Jubilees, ea The 

Be 2 by staging electrical expositions | keyed to its community condition: 1€ O 

ac all, all is gray-matter,— mix- | 1 and 2 by stz 

Back of it all, and be yond it all is gray-m | that drew audiences estimated at upward | opened simultaneously. Pi the F 
: | of 100,000. The Denver show was presented 
ing paper, type ink with idea with brain Entertainment features, lavishly pro- | the Shirley-Savoy hotel’s mammoth cor 7 
moted by publicity and advertising cam- | vention hall, best equipped of any aud ee 

On this premise. MeGraw-Hill. the publishers of | paigns, drew record-breaking crowds. | torium between the Mississippi river ar ome 

Electrical appliances, enticingly displayed | west coast for an all-electric spectacle HR ’rOUs t 

to Christmas-minded throngs, presented Six stage shows daily were present ly , 

the answer to seasonal gift problems so | Pretty girls, garbed in cellophane brida iy ** Mie 

» ELEC T R | C AL M E Vr C “ A N D | S | N G < convincingly that distributors, jobbers, | costumes paraded between polar se . 
factory representatives and retail dealers | screens, bearing electrical appliance: cow tly 

who participated were hard-put to supply | transparently wrapped as Christmas gift hand. y 

the demand. —a miniature radio, an electric toaster a wae 


have brought together to edit this publication the 
strongest aggregation of editorial talent ever assem- 


bled in the electrical appliance publishing field. 


Initiated by the Rocky Mountain Elec- 
trical League in 1935 as an experimental 
effort to route a fair share of the pub- 
lic’s Christmas dollars into electrical 
channels, the “Electrical Jubilee” suc- 


an electric iron, a coffee-maker, an elec: 


tric shaver, etc.; each performance featur 
ing new types of equipment appropriat 
for Christmas giving. 

“Black Light” demonstrations dre 


WwW 


ceeded beyond all predictions with less | such packed houses, afternoon and eve 

than a dozen cities and towns in Colo- | ning, that police aid became necessary 

Not one of the editorial staff of ELECTRICAL rado, Wyoming and New Mexico | control the flow of customers throug) fq. 
pioneering the idea. The 1939 edition | entrances and exits. Here, a_ lecturer NEW Y 
VeERCHANDISING but has served at least ten years on of this gigantic merchandising enter- | adept in showmanship, explained  thefRest for 
‘ prise reached into scores of communities | peculiar affinity of “black light” fo:fonducte 
this publication. Not one but has spent most of his with glamorized stage shows centering | flourescent objects; then exposed a love ureau 
around the: “Make This An Electrical | actress to fluorescent illumination, black- Elec 
or her business career in the electrical appliance busi- Tae oe gree ing out skin surfaces and revealing oabieby the 2 
| As in the past, Denver, Colorado— | luminous patterns previously 
ness. Not one but what Is qualified to speak and write headquarters of the Rocky Mountain under ordinary lighting. Slra S 
‘ re : | Electrical League and regional distribu- Electric shavers received a remarkat ' tore, I 
about it from intimate. personal acquaintance and | tion center—was the rallying point. Post- | play at the Denver jubilee. A factorjiprize in 


, | ers, streamers, stickers and other ad- | representative was busy six hours dail mg Sept 
experience. and “se materials were | applying electric shavers to masculit ision of 
| available, free, to R. E. L. member- | faces. Each demonstration was precede} Of ade 
| firms which, in turn, supervised distribu- | by expert examination of the guestsmproved 

No wonder than, that ELecrricaL MERCHANDISING 


is the most quoted of all electrical appliance trade 
magazines. No wonder it is preferred by its 30,100 
readers above all publications serving the appliance 
industry. No wonder, too, that advertisers with im- 
portant messages for that industry place their faith. 
and their advertising appropriations in ELECTRICAL 


MERCHANDISING. year after year. 


ELECTRICAL MERCHANDISING 


A McGRAW-HILL PUBLICATION 


330 W. 42ND ST. NEW YORK, N. Y. 


The Crowds Had a Good Ties 


Jallenba 
Ower (| 
warded 


This scene pictures a part of the crowd at the Rocky Mountain Electrical m id 
League's pre-Christmas exposition. At left is the stage on which can be seen faving t 
the polaroid panels. The small open space at right is the mince pie baking orge C 
arena where contestants cooked with electrical roasters. D 
nno 
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A Customer Gets a Shaver Demo =. 
eard 
| 
\ 
j 
Harriet 
ook a fe 
The c 


bea 1 through a polariscope, and ex- 
planation of hirsute peculiarities, together 
wit!) directions for proper shaving tech- 
nigve. This exposition feature was re- 
flected in an unprecedented run on deal- 
ers. stocks. Women were the principal 
purchasers, inspired by made acceptance 
at the jubilee demonstration booth. 
ectric cookery enjoyed a field day. 
This was promoted by an act billed as 
“The World’s Tiniest Hostess”, seen 
through a diminishing glass which re- 
vealed the hostess as a woman less than 
six inches tall, in an electrically-equipped 
kitchen proportionately reduced in size. 
: The scene, visible to only three or four 
persons simultaneously, revealed the 
ostess pursuing her culinary duties with 
goldfish swimming roundabout—a unique 
attraction which proved to be a major 
sales exploit, favorably affecting even 
big appliances such as refrigerators and 
electric ranges. 
Emphasizing the electric cooking 
angle was the Mince Pie Baking contest, 
ponsored by The Denver Post. For the 
Giirst time, men were eligible to competi- 
tion, and one of them won a prize with 


‘ail f all things!) mincemeat bought at 
ler the corner grocery. This event was con- 
e- duc with electric roasters, each con- 


tant being assigned to a_ different 
manufacturer’s appliance. Four pie bak- 
ers were constantly at work in a central 
arena during all matinee and night per- 
sILEE formances; and ail of them became 
volunteer salespersons, responding to 
spectators’ questions by demonstrating 
Day versatility of electric roasters, and 
each ease and perfection of performance. 


ow Rone The official attendance count at Denver, 
announced by George E. Lewis, manager 
_ f the R, M. E. L., was 21,115. Second 
ahs cos argest jubilee _show was reported at 
onl asper, Wyoming, managed by Don 
wer a xermond, where more than 5,000 passed 
rectacl: hrough the doors. Conservative esti- 
esente ates, based on early returns, indicated 
° brits ese two outstanding expositions repre- 
polar: ented about 25 per cent of the total 
»pliance umber of potential Christmas shoppers 
0 eit ctually brought in contact with mer- 
toaster handise offered by electrical interests in 
an elec. Rocky Mountain West. 
e featu 
ropriat 
WINNERS IN WATER 
sary HEATER CONTEST 
throug 


lecturer PXEW YORK—The third quarterly con- 
ned thefeest for electric water heater salesmen 
ht” by The Modern Kitchen 
a love ureau for the best papers on “How I 
n, black-Mpell Electric Water Heaters” is signalized 
ing on by the appearance of a salesman from a 
invisibpeepartment store among the winners. 

) Ira Sanders, of Frank’s Department 
markat * tore, Fort Wayne, Indiana, took second 


~ factor ize in this contest for the quarter end- 
ars daily September 31, according to the de- 
nasculineerision of the judges announced today. 
precede’ Of additional interest is that a woman 
guest:fproved herself as capable as men in the 


lectric water heater field, when Miss 
Wallace, Idaho Power Company, 
Hook a fourth prize in the contest. 

The complete list of winners in the 
mtest for the third quarter includes 
lenry H. Orr, Jr., Duke Power Co., 
reenville, S. C., first prize; Mr. San- 
bers, second prize; Frances L. Duffy, 
‘ublic Service Company of Northern 
llinois, Chicago, third prize; and Miss 
BVallace, Russell W. Halligan, Boston 
-dison Company, and H. E. Reed, F. L. 
Jallenbaugh and John Boyd, all of Idaho 
‘ower Company, each of whom was 
warded a fourth prize. 


ctrical 
seen 
baking 


| Densmore Resigns from Norge 


PETROIT—After 25 years of active 
iation with the Refrigeration In- 
ry, R. E. Densmore has resigned his 
sition with the Norge Corporation. 
Densmore first became identified 
1 the industry in 1914 when he joined 
nold H. Goss, founder of Kelvinator, 
aving that company in 1929 to go with 
‘orze Corporation. 

Mr. Densmore’s future sass are not 
‘t announced. 


“Oh! It's a 


The signature of “Rembrandt,” to a paint- 
ing, proclaims a masterpiece of art. .. . 
And the name “Chromel”, on a spool of 
resistance wire, identifies the product as 
entirely dependable heating element mate- 
rial. And just as mere paint and brush do 
not assure artistic beauty—neither does the 
mere alloying of nickel and chromium in- 
evitably result in excellent heating element 
wire. But into the making of Chromel go 
thirty-two years of experience, and con- 
stant and patient research. And from 


all of this, you benefit. It means that 


wir 


The Wire That Made ite 


a coop name in HEATIN 
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Chromel-equipped devices give such excel- 
lent service, that the customer becomes 
sold on electric heat, and returns to make 
bigger purchases. The roaster often sells 
the range. So, you do right by your cus- 
tomer, and by yourself, when you ask that 
your heating appliances have Chromel ele- 
ments. (We have a handy little gadget 
called, a Heating Unit Caleulator, that 
might be useful to your service depart- 
ment. Glad to send you one.) . . . Hoskins 

Manufacturing Company, Detroit, 


Michigan. 


Electric Heat Possible 


CHROMEL 


G ELEMENT 
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Copeland 


DEPENDABLE REFRIGERATION 


® A remarkable new mer- 


chandising program 
3 ® A direct exclusive fran- 


chise for you 
® A complete new line 


® Outstanding promo- 
tional values 


Super value De Luxe 
Models 


| ® Priced to meet all com- 
petition 


New York Office, 
27-01 Bridge Plaza North, 
Long Isiand City, N. Y. 


COPELAND REFRIGERATION 
CORPORATION 


SIDNEY, OHIO 


SEE US AT... 


Space 5 & 6, House 
Furnishing Show Hotel 
Stevens,—or Space 520, 
American Furniture 


Mart, Chicago. 
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ago. 


| 
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Western 


NEWS 


Opening of a new gift appliance 


shop was announced by O’Connor, 
Moffatt and Company of San Fran- 
| cisco. A demonstration of steam-o- 


matic irons was an event of the first 
week. 


* + 
The $40 wiring allowance offered 
through the Bureau of Power and 
Light of Los Angeles was made 


principal feature in electric range ad- 
vertising by a number of Los Angeles 
stores. Dealer reports indicate that 
electric range and water heater instal- 
lations in Los Angeles during the 
month of October increased almost 
100 per cent over the record of a year 


* * * 


An ice revue was outstanding at- 
traction at the Food and Home Appli- 
ance Exposition which was an early 
winter attraction in Los Angeles. The 
electrical industry participated gener- 


ously in the displays, with many 
demonstrations and model kitchens. 
A daily cookery demonstration con- 


tributed by the Bureau of Power and 
Light attracted large crowds. 
* * * 

Remodeled and reorganized was the 
Hurlbert Store of the Eagle Rock dis- 
trict of Los Angeles, just in time to 
take advantage of the Christmas trade. 


* 
Outstanding record for the year in 
ironer sales is credited to the dealers 


of Los Angeles. One reason for their 
may perhaps be found in the 
events of National Washer and Ironer 
Week which brought out appreciative 
response in this territory Displays 
of washers and ironers were main- 
tained in all stores. Ten dealers made 
use of displays in branch offices of 
the Bureau of Power and Light, while 


success 


demonstrations were in progress at 
every possible center in the city. 
Banners and posters announced the 


special events 


Five dealers of the Highland Far} 
district of Los Angeles held a local 
exposition of their own during Oct 
ber with outstanding results. One fir: 
reported sales totaling $1,150 during 
the four days of the show, while other: 
enjoyed a similar increase. An electr 
range demonstration was given ever 
afternoon during the exposition, wit 
a daily attendance of 400 or mor 
Evening crowds who came to a pr 
gram of motion pictures and electr 
magic stunts were even larger. 


* * * 


The Los Angeles Bureau of Power 
and Light’s canvassing program fo 
dealer salesmen is bringing good r 
sults, according to reports from t! 


field. Results from 25 per cent of a 
calls made is the record reported }y 
one salesman from the Dubsky Elec 
tric Company, while another, of the 


Leimert Appliance Company, _ took 
orders for an electric range, water 
heater and refrigerator all from one 


home as a result of a doorbell call, 


* 
A booklet entitled, “Picture Tou 
Through the Matchless Electric 
Home” has been issued by the Elec. 
trical Development League of Southem 
California which is being distributed 
to home designers and builders, as 
well as home owners. A section de 
voted to the principles of kitchen 
planning in simplified form is of 
special value. The League offers a 
free service in kitchen planning. 
cluded also is a wiring plan. 
pictures tell their own story of the 
individual conveniences and_ installa 
tions. 

* * 


“You save $15, Mother and Time 
announced the Weinstock-Lubin 
pany of Sacramento, California, in « 
recent advertisement of Ironrit 
ironers. 


They Train Appliance Salesmen 


They held a sales course for electrical dealer salesmen in Salt Lake City, start- 
ing in October—and here are the men who managed it. 
(seated) W. C. Hollingworth of Auerbach Company, representing the dealers; 
J. F. McAllister of the Utah Power and Light Company, representing the utility; 
and D. B. Stewart, Flint Distributing Company, electrical distributors. 


Left to right they are: 


Standing 


are: Ken Rogerson, Petersen's, Inc., representing salesmen; Elias Strong, managing 
secretary of the Electrical League of Utah; and James A. Haslam of the Voca- 
tional Training Department of the Salt Lake City Schools. 
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monthly payments until March 

t as the December offer of the 
ars. Roebuck Company of Sacra- 
ento, California to purchasers of 
Coldspot refrigerators. An 

« steam radiator which plugs in 


~ wall outlet was recently featured 
Sars advertising. 


* * * 


carload-sale of Westinghouse 
bnecs Was among the features of the 
| ri<tmmas promotion in the electrical 
nartments of Meier & Frank Com- 
Cai any of Portland, Oregon. Washers, 
to- eaters, Hotpoint ranges and numer- 
rmimis small appliances were among the 
her items featured. 


the 

A 4-burner Westinghouse automatic 
WithBbnge at $96.50, with a $15 wiring 
noref@ver and “liberal trade-in allowance” 
pr 1s a Christmas offer of the City 


ectri Bight of Seattle. November advertis- 

y featured I.E.S. lamps. Frigidaire 

Manges and refrigerators and water 
Beaters. 


Apex-RCA Tie-Up 


uthern 
ibuted 
rs, as 
yn de- 
itches 


1s O 


istalla- 


= pex executives display their 1940 
rime ISpeedliner washing machine to RCA 
1 Com-BVictor representative previous to the 


+ Be greement by which Apex products will 
distributed in foreign markets by 
RCA Victor. In the group are C. W. 

pmith, general sales manager and R. E. 


ortepeter, assistant general sales man- 
ger for Apex and J. M. Regottaz, RCA 
ictor export sales director. 


December brides were remembered 
ong others who might like to re- 
ive electrical gifts by Spokane pro- 
tional advertising during Decem- 
r. Electric water heating was the 
ject of Inland Empire Electrical 
ulpment Association promotion for 
vember and December, featuring 
tlow single meter rate. The number 
water heaters in use in every town 
the Washington Water Power sys- 
i gave local readers a chance to 
ck up on their own community. 
¢ figure for Spokane was 7,969. 


* * * 


The Crescent of Spokane during 
ember went in for a mass sale of 
model Philco refrigerators. Wash- 
and ironers received some Christ- 
publicity. 


Idaho Power Company’s 
itts-Up” Campaign ended with a 
| ot 8,888,844 watts sold or 104,895 


att 


ae . Which was just 137 per cent of 
{uota set. The average wattage 
sility: lb sold was 84.74 watts. Two 
tied dr d and seventy four employees 
nding « part in the drive. The home serv- 
aging gir's had a special division of their 
Voca this drive and accounted for 
ta! of 955,008 watts of the total. 


DISIN 
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SPEEDS WASHE Os LES! 


The Su 


washing 


t motor ole itself entire life of the 
achine that it powers. 


A sufficient quantity of high-quality lubricant is sealed into 

large, specially-constructed reservoirs at each bearing. (One 

of these reservoirs is shown in red in the illustration above.) 

The lubricant is carried to the revolving shaft by wicking 

and is distributed by grooves in the cast-bronze, diamond- 
bored bearings. An oil throw at the inner end of 
each bearing returns oil to the reservoir — con- 
sequently there is a continuous flow of oil through 
the bearings at all times. 


Because of this outstanding feature, the Sunlight 
motor ona washer protects you and your customers 
against motor breakdowns, expensive repairs and 
dissatisfaction resulting from imperfect or neg- 
lected lubrication. It is a selling feature that’s 
quickly appreciated by every housewife in terms 
of the relief from worry about an unpleasant task. 
And it is a feature that contributes to the kind of 
customer satisfaction that brings you more sales. 
Sunlight Electrical Division, General 


Motors Corporation, Warren, Ohio. /y 


WY 
DEPENDABLE WASHING MACHINE 
MOTORS FOR TWENTY-THREE YEARS 


’ 
4 : 
of tl m 
\ 
| 
| 
OF GENERAL MOTORS | 


The “Twins for the Family” range 
and water heater drive started its 
fourth section on November 25th and 
is to run until December 24. The 
“Eyes Have It” campaign on I.E.S. 
lamps, pin-it-ups and yard lights ended 
its first section with 134 per cent otf 
quota made and the second section 
at the 50 per cent mark at the close 
of the fourth week of an eight week 
campaign. 


* * * 


The Montana Power Company an- 
nounces the recent appointment of 
Miss Dorothy Stewart to the position 
of Home Service Director, replacing 
Miss Ina Scrivner who has resigned 
to take up the duties of a housewife 
as Mrs. S. K. Balkan. Miss Stewart 
is a graduate in home economics from 
the Brigham Young University and 
the Utah State Agricultral college. 
She has also done extension work, 
taught school and worked for a while 
with the Westinghouse Electric and 
Mfg. Company. Her most recent posi- 
tion before coming to Montana was 
a supervisor for the Farm Securities 
Administration 


Heads Porcelain 
Enamel 


P. B. McBride, Porcelain Metals 
Corporation, Louisville, Ky., who was 
elected president of the Porcelain 
Enamel Institute at its ninth annual 
meeting in New York City, Novem- 
ber 16-17. 

Wm. H. Brett, Enamel Products 
Co., Cleveland, O., and R. R. Daniel- 
son, Metal & Thermit Corp., Carteret, 
N. J., were named vice presidents. 
William Hogenson, Chicago Vitreous 
Enamel Products Co., Cicero, Ill., was 
re-elected treasurer, and C. S. Pearce, 
Chicago, retains the position of man- 
aging director. 


A “Dinner of Death’ was a drama- 
tic feature of the November cooking 
school held in Reno during the last 
week of November under the auspices 
of Conant Bros, of that city and 
H. E. Saviers and Son. The deadly 
dinner was a dramatized skit showing 
how harmless foods can be served in 
such a combination at a single meal as 
to be dangerous. Dr. Hazel Parcells 
was conductor of the school. Electrical 
prizes were awarded daily. 


* * * 


A regular monthly bulletin mailed 
to customers with their bills is now 


being issued by Seattle’s City Light. 
* * 


Union of the Kelvinator and Leon- 
ard distribution forces has led to a 
number of changes in representation 
on the Pacific Coast. In Seattle, 
Harper-Meggee, Inc., have taken over 
distribution for both the Seattle and 
Portland area, while in the San Fran- 
cisco bay area, a direct factory branch 
has been established, which plans to 
maintain a display in the Western 
Furniture Mart where offices have 
been located in the past. 
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Sensational Single Unit 
Coffee and Tea Maker 


Tea experts laughed when we told them they could make per- 
fect tea in a vacuum type coffee maker. Said they - “It just 
can't be done. Good tea requires boiling water. Hot water 
rising from below “bogs” down the flavor. Boiling water must 
be poured or sprayed over the tea leaves to release their 
rich delicate flavor.” 


When we showed these experts the vented upper bowl 
which forces the water to boil before it rises to the upper 


bowl and the Tea Spray which sprays boiling water down on x 

top of the leaves, these experts hailed us as wizards. “This”, 7 USE THIS 
they said, “is the first perfect tea maker produced in 1600 WHEN 
years of tea drinking.” MAKING 


And now we announce a second major triumph. A single unit 


that is both a Silex Glass Coffee Maker and a revolutionary 
Silex Spray Tea Maker. 


The upper bowl of this new unit is vented and is provided with a vent-hole closure. 
To brew perfect coffee, close the vent hole and use the patented Silex Coffee Filter. 
To brew tea, open the vent hole and use the Silex Tea Spray. 


To introduce this new double purpose unit, it is being offered until February 29th, 1940 
at an especially attractive price. 


Electric Model (8-cup size black trim) 9679 vatue Special Price $495 


All specials are also available in 10-cup sizes and with the new startling ivory trim or 
in red trim at slightly higher prices. 


Kitchen Model (8-cup size black trim) Special Price 9275 


The double purpose model is a “natural.” And at these bargain prices every family 
will buy. Profit from this sensational opportunity. Place your order now. 


PYREX BRAND GLASS. HANDY UPPER BOWL HANDLES. 


THE SILEX COMPANY - HARTFORD, CONNECTICUT 
‘Creators of the Glass Coffee Maker Industry “’ 


TRADE MARK REGISTERED U.S. PAT. OFF. 


SEE THESE NEW MODELS AT ROOM 907W, PALMER HOUSE, CHICAGO, JANUARY 7th TO 1 
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TRADE © Par OFF. 


in the 1940 Sweepstakes 


Narrow Neck Models for Better Pouring 


These are the added entries in a race in which every- 
one wins. Now you have models to meet every demand. 
The electric Catalina Model at the new low figure of 
$6.95 (either black or ivory trim) will win in a walk — 
It is complete with Anyheet Thermostatic Temperature 
Control and “self-timing” stove. Packaged in a gold 


foil gift box. 


Wide Neck Models for Easy Cleaning 


The Saratoga has removable chrome lower bowl 
decoration and Moidex trim in black or ivory. Equipped 
with Anyheet Thermostatic Temperature Control and 
“self-timing’ stove. 

In the Bretton Models you have a choice of ivory or 
black Moldex removable lower bowl decoration and 
handle. Place your bets on these models. 


Pyrex brand glass. All units complete with upper and lower bowl covers and Dippex coffee measuring spoon. 


$4.90 OR 17% EXTRA PROFIT FOR THE DEALER 


Special Introductory Offer a $2.95 Unit and 3 Ivory Guest Trays FREE 
when you buy this Sweepstakes Assortment 


Retail Value $33.65 - Your Special List Price Only $28.75 


OFFER EXPIRES FEBRUARY 29, 1940 


CATALINA IVORY 
ELECTRIC MODEL 
$695 cat. no. 
Ivory Tray 65c 


‘SELF-TIMING’ 
STOVE 

An exclusive patented feature. 
Uniform period of infusion 
assures uniform coffee. Brew 


returns to lower bowl without 
removing glass from stove. 


SARATOGA IVORY 
ELECTRIC MODEL 


$645 cat. No. 
Ivory Tray 


$345 cat. No. BWE-s-1 
Ivory Tray 


BRETTON BLACK BRETTON BLACK CATALINA BLACK 

KITCHEN MODEL ELECTRIC MODEL ELECTRIC MODEL 

$295 cat. No. BwK-8-8 $495 cat. no. BwE-s-8 $695 cat. to. 
Sweepstakes Assortment Cat. No. 1940A — $28.75 ° 


ANYHEET REMOVABLE 
THERMOSTATIC BOWL 
TEMPERATURE DECORATION 

CONTROL An exclusive patented feature. 


Gleaming chrome plate. There 
is no danger of setting up heat 
strains by burning decoration 
directly on the glass. Heat 
strains cause breakage. Plain 
undecorated glass costs less for 
replacements. 


An exclusive patented feature. 
Keeps coffee at correct serving 
temperature indefinitely. Pro- 
vides choice of any heat without 
variation, regardless of voltage. 
You simply “dial your heat.” 


SNAP-IN 
DETACHABLE 
DECANTER 
COVER 


A patented feature. Permits 
easier pouring without lifting 
cover. And it's out of the way 
when cleaning the bowl. 


SPRING 
TENSION UPPER 
FILTER BOWL 
An exclusive pat- HOLDER & GUEST TRAY 
ented feature. 
No danger of fil- Invert the upper bowl on this 


ter falling out or breaking bowl. 
Perfect favor and freedom from 
dregs requires cloth filter. Upper 
bowl. may be inverted when 
brewing is completed. 


gleaming Moldex tray. Or use 
the tray for individual serving at 
buffet parties or for serving 
cocktails or other drinks. 
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Los Angeles dealers report thirty- 
seven major sales of electrical appli- 
ances made during the progress of the 
Food Show, which was an early 
November event. 


* * * 


Remodeling of the store front and 
complete relighting of windows and 
display rooms resulted in a 50 per 
cent increase in business for the Wolfe 
and Sons Furniture Company of Los 
Angeles, according to the testimony 
of Sam Wolfe. 


* * 


A sales conference of dealers for 
Easy washing machines and ironers 
in northern California was held in 
San Francisco recently, with over 200 
dealers present. F. S. Fenton, Jr., 
divisional sales manager presided at 
the dinner and conducted the preview. 


* * * 


New store manager of the Stockton 
California branch of Breuner’s (five- 
city home furnishing store) is Larry 
Quimby, formerly appliance manager 
for the Oakland store. Ernie Staats 
takes over his job in Oakland. 


* * 


Fullerton, California was the latest 
of the valley communities to stage a 
Home Show, with the Southern Cali- 
fornia Edison Company and all local 
dealers participating. Other Home 
Shows and a iron replacement cam- 
paign are scheduled by the Edison 
company for January. 


* * * 


Light conditioning will be the sub- 
ject of January promotion in Pueblo, 
Colorado, where the Southern Colo- 
rado Power Company has its head- 


quarters. 


Ranges, water heaters and light con- 
ditioning will continue to hold the 
center of the stage during January in 
the program of the Utah Power and 
Light Company and_ cooperating 
dealers. 


With the combined purpose of en- 
couraging Los Angeles Bureau of 
Power and Light employees to use 
electrical appliances in their homes, 
and of helping build up the employees’ 
Relief and Benefit Fund, an electric 
shop was opened by the Employees’ 
Association recently in the basement 
of the Bureau’s Broadway office build- 
ing for employees only. The Bureau 
does no merchandising to the public. 
Arrangements have been made so that 
where desired the employee can pur- 
chase from local dealers and have his 
account financed through the Associ- 
ation. 

* * * 


A model electric kitchen has been 
installed on the second floor of the 
new Hollywood office building of the 
Los Angeles Bureau of Power and 
Light. It is planned to stage com- 
munity cooking demonstrations and 
cooking classes here. 


* * * 


Sales tips from Los Angeles Bureau 
of Power and Light employees re- 
sulted the development of 488 pros- 
pects during the month of October. 
During September similar tips result- 
ed in 51 sales of major appliances; 
$2.50 is paid for successful tips. 


* * * 


Emerson Electric Ahead in 1939 


ST. LOUIS, MO.—An operating profit 
of $109,317 for the fiscal year ending 
September 30, has been reported by the 
Emerson Electrical Manufacturing Com- 
pany, St. Louis. Mo. This compares with 
an operating loss of $106,120 in the pre- 
ceding fiscal year. Unfilled orders were 
284 per cent of last year. 
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IRONRITE Ironer 


The lronrite lroner Co., Detroit, Mich. 


Selling Features New “feather-touch” 


design of knee pressing and operating 


controls—also control adjustment for 
larg ind small women; cast iro 
shoe with imbedded “straight-coil 
is mounted under roll; new “fast 
bre hermostat permits closer 
control ot ironing temperature; 
central support of both shoe and 
1 gives 2 unobstructed open ends; 
stationary forming board; rear brace 
for ver automatically lowers to 
floor for added safety; automat 
sheen action lays nap in same direc- 
tion; lap board, heat and motor 


switch; pilot light; white Dulux 
baked enamel cabinet; porcelain 
enamel table top. 
Price $119.95 f.o.b. 
! Merchandising, January, 1940 


RITTENHOUSE Controlatone 


The A. E. Rittenhouse Co., Inc., 
Honeye Falls, N. Y. 


Device: Controlatone—accurately con 
trols timing of 2-tube chimes—sound- 
ing two separate distinct notes with 
a predetermined musical time interval 
regardless of who operates push but- 
ton or how it is done; Controlatone 
is incorporated on all Vogue chimes 
and is available as a De Luxe fea 
ture on President model.—Electrical 
Merchandising, January, 1940. 


v 


HOTPOINT Ranges 


Edison General Electric Appliance Co., Inc., 
5600 W. Taylor St., Chicago, Ill. 


Models: 1940 line consists of 9 models 
—6 Deluxe and 3 Standard. 

Selling Features; All ranges equipped 
with 5-heat, Select-A-Heat Calrod 
surface units—2 utility and 1 giant 
size on all but De Luxe Empire 
which has 3 utility and 2 giant Cal- 
rods 

l-piece reflectors of polished alu- 
minum designed to reflect heat back 
to utensil are easy to clean and have 
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an opening in bottom to allow spill- 
age to run through to drip pan; 
hinged terminal construction allows 
reflector to be removed for cleaning 
without completely removing unit. 
Hi-Speed 6 qt. Thrift Cooker, 
standard on Empire, Aristocrat 
Treasure and Manhattan, offers new 
“high” heat for fast cooking—heats 
available are “high” for quick cook- 
ing start, 2nd heat to maintain deep 
fat frying temperature; 3rd heat to 
maintain vigorous boiling or steam- 
ing, low heat for boiling tempera 
tures, and “warm” heat for slow 
cereal cooking and keeping foods hot 


Hi-Heat Thrift cooker has bar type 
handles, double cover lid, trivet and 
fry basket. 

Double-unit, all purpose ovens in 
all ranges except Darlington provide 
measured heat for every type oven 
cooking — Standard models have 
4-heats, De Luxe models 5-heats— 
preheat, bake, full oven bake, speed 
broil and broil. 

Automatic light in ovens of Aristo 
crat, Treasurer, and Manhattan turns 
on when door is opened; Hydraulic 
type oven thermostat maintains any 
oven temperature from 150 to 550 
degs. F. on all De Luxe models; 
cooking instructions permanently 
printed on drip trays of De Luxe 
models. Warmer drawer with 400 watt 
Calrod unit, and special cutlery tray 
is standard equipment on Empire. All 
porcelain enamel finish on all models 
except Darlington, which has Cal- 
gloss body. New louvred lamp on all 
ranges but Empire, Laurel and Dar- 
lington. Aristocrat retains its Vene- 
tia-Lite. Timemaster timer- 
clock on Empire and Aristocrat. 

De Luxe Empire is a 54 in. double 
oven range. De Luxe Manhattan, 39 
in. base model, has 3 storage drawers; 
Treasure, base model with 3 storage 
drawers; Diana, 39 in. base model 
with 1 storage drawer and base panel; 
Carleton, 39 in. leg model. Standard 
models include Fairfield, base model 
with divided cooking top and 1 stor- 
age drawer; Laurel, leg model with 
divided top and Darlington, 20 in. 
apartment house model, with drop 
type oven door.—Electrical Mer- 
chandising, January, 1940. 


WESTINGHOUSE Refrigerators 
Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Models: 1940 line consists of 3 Aristo- 
crat models, 3 Emperors which are 
same as Aristocrat with porcelain 


finish, 2 Hostess models for medium 
income group, 4 special models, of 
which 2 are 3 and 4 cu. ft. models 
and an 8 cu. ft. model for rural 
market which sells for less than $200. 


Special Features: “True-Zone Cold” 5 


zones of cold: the super-freezer— 
below freezing for storage of cubes, 
frosted foods and desserts; Meat- 
Keeper—humidified extra cold for 
meats, with window front of trans- 
parent plastic and an indirect light; 
Milk compartment—extra cold but 
not freezing for milk and beverages; 
main compartment; and Humidrawer, 
moderate, crisping cold with high 
humidity for fruits and vegetables. 
“True-Temp” control permits user to 
dial main food compartment tempera- 
ture and temperatures in all 5 zones 
are held constant. Interiors have 


been streamlined and modernized; 
Freon refrigerant; built-in-watchman 
protects motor against thermal over- 
loads and outside line disturbances.— 
Electrical 
1940, 


Verchandising, January, 


MIRACLE CHEF Roaster 


The Miracle Chef Mfg. Co., 1426 W. 3rd St., 


Cleveland, O. 

Device: Vrankfurter Roaster. 

Selling Features: Cooks hot dog in 90 
seconds by internal electric heat from 
inside out, retaining flavor and juices; 
turns on and off automatically when 
cover is raised and lowered; each 
end of dog is pushed onto a contact 
point; copper chrome plated base and 
cover, ebony type handles; 13 in. long, 
8 in. wide, a.c. only. 

Price: $5.95.—Electrical Merchandis- 
ing, January, 1940, 


G-E Cleaner 


General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 


Model: “Air-Flo” No. AVT-60. 


Selling Features: Cylinder shaped, 63 


in. diam. and 23 in. long; maroon 
and gray finish with aluminum end 
caps and ribs; 4 h.p. motor, 500 watts, 
cooled by circulating air passing over 
motor; fan in 2 stages, each having 
6 blades; telescoping type bag; push- 
button type switch, foot-operated, lo- 
cated on motor end cap; felt gasket 
mounted between bag and motor 
treated with aromatic oil gives off 
slight odor of pine when machine is 
in use. Cleaning tools consist of 8 
in. hose 2-22 in. extension tubes, 
rug nozzle, floor brush, upholstery 
nozzle, radiator tool, dusting brush, 
liquid sprayer, deodorizer, and de- 
mothing crystals.—Electrical Mer- 
chandising, January, 1940, 
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NORGE Refrigerators 


Norge Div. Borg-Warner Corp., 
Detroit, Mich. 


Vodels: 1940 Norge Rollators 
series: 3 Royal Monogram Suprer 
‘3 Royal Monogram De Luxe 
Royal Monograms; and 4 R 
Vikings. 

Capacities: Supreme and De | 
models in 8, 6, and 5 cu. ft.; M 
gram models, 5 and 6 cu. ft.; Vi 
series has two 6's, a 4 and a 3 

Selling Features: Supreme and 
Luxe models have Cellaret for : 
refrigerated foods at bottom; 
features include Handefroster, s| 
Coldpack meat drawer; sealed 
compartment; ice tray release 
Ice-O-Bar; automatic flood | 
sliding Hydrovoir vegetable dra 
sliding fruit drawer, and sliding 
basket under sliding glass tops; 
ing shelves; shelf insert; Supr 
series has a 5-piece set of crystal g 
containers, 3 covered left-over dis 
2 water bottles, double-duty b 

dome. 

Hermetically sealed Rollator ¢ 
pressor; neutral gray gaskets; 
proved Lazilatch door handle; chr 
and blue nameplates on freezer 
food baskets.—Electrical Mercha 
ing, January, 1940. 


VOSS Washers 


Fing 
Voss Bros. Mfg. Co., Davenport, lo 


Models: 40B, 40C, 40D. 
Selling Features: “Electric Roll-> 
safety wringer; “Suds washing 
tion”; interchangeable agitator 1 
floating top and flex-o-klean bot! 
74 lbs. dry capacity; ball-bear 21 
self-lubricating, sealed transmiss 
Model 40-B has streamlined wri 
with hand rest on high drainbo# 
corrugated porcelain, bullet type ' 
available with electric or gas eng 
Model 40-C has smooth, bullet ' 
porcelain tub; electric or gas eng 
Model 40-D has deep skirt—do 
wall—bullet type cabinet trin 
with chrome bead; white porce 
tubs, white finish. ; 
Price: 40-B, $59.95 electric, $79.95 | 
engine; 40-C, $69.95 electric 8 
gas engine; 40-D, electric only, 3/4 
—Electrical Merchandising, Jan 


1940. 


M lo. 7 a) = 
~ 
j 
at. - 
ith | 
| Ac 
| 
= 
gf 


liding da 
tops; 
; Supr 
‘rystal g 
over dis 
duty b 


Hator 

askets ; 
dle; chr 
freezer 


VWercha 


Selling Features 
PILOT LIGHT 


Adjustable Thermostat 
Heat Control 


FOOT "PRESS" CONTROL 
HEAT SWITCH 
PRESSING SWITCH 
G-E MOTOR 


Precision Mechanism 
Permanently Lubricated 


rs 
Finger Tip Press Control 
nport, lo 
| 75 Ibs. Pressure 

¢ Roll-Si 

vashing 
1000 Watt Element 
lean bott ° 
ball 21 inch Chrome Plated 
.~ wr Steel Shoe 

rain}oa e 
let type ' 
yo PORTABLE 
» ballet weighs only 25 Ibs. 
rg eng 
skirt—dc 
net trin Irons Everything 
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SIMPLEX—The undisputed leader in the iron- 
ing machine field for over 35 years again 
leads with a sensational, outstanding, fast- 
selling, low-priced, full-featured ironing ma- 
chine . . . The New 1940 Simplex Ironette 
Model S-20 . . . a worthy successor to the 
1939 Simplex Ironette which opened the doors 
for larger ironer volume for appliance dealers 
throughout the country . . . This New Simplex 
product is equipped with large 21” roll, pilot 
light, adjustable thermostatic heat control, 
G.E. motor, Foot “Press” Control, precision 
mechanism, and all of the features house- 


THE UNDISPUTED LEADER 
THE IRONER FIELD 


ANNOUNCES A SENSATIONAL NEW IRONETTE 


DOES THE ENTIRI 
FAMILY IRONING 


THE 1940 SIMPLEX IRONER LINE 
ALSO INCLUDES 5 DeLUXE 26" 
ROLL MODELS IN BOTH CABI- 
NET AND OPEN TYPES AND 
SIMPLEX INSTITUTIONAL 
IRONERS. 


wives want in an ironer, and yet, it sells for 
an exceptionally low price. The ideal unit 
to be used by appliance dealers as an open- 
ing wedge for ironer volume ... and to 
promote the sale of washing machines. 


The World Famous Simplex Ironer Line and 
the Sensational Selling Simplex Ironette 
Model S-20 are “going places” in 1940. Why 
not sell the Leading Ironer line? Write for 
full information on the New Simplex Ironer 
Line, the New Simplex Ironette, and new 
Simplex Profit Program. 


American Ironing Machine Co., Algonquin, Illinois 


The oldest, largest, and best equipped exclusive 
manufacturers of ironing machines in the world. 
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Darn betcha they are... 
and we are ready to 
show you the most ex- 
citing curve of all. Its 
an up-swinging curve 
that will represent 
YOUR OWN sales and 
profits... with the NEW 
1940 HORTON DEAL. 


New curves on how 
to build a big and 
highly profitable 
volume in Washers 
and lIroners. New 
merchandising 
tools that way out- 
strip anything 
you have seen or 
heard of before. It’s a 
custom-tailored deal for 
progressive merchants 
only. Others won't be 
interested because it’s 
just too darn full of real 


fire-works. i 
THIS IS THE 
BANKER’S DAUGHTER 
If you'd like to know / 
more about her, just 


ask any Horton Repre- A 
sentative. 4 


RTON MANUFACTURING 
Fort Wayne, Indiana, U.S.A. 
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CORY Coffee Brewers 


Glass Coffee Brewer Corp., 325 N. Wells 
St., Chicago, 


Model: Royal 7-8 cup model. 

Selling Features: New ivorytone Bake- 
lite handle; 2-heat unit streamlined 
chromium decanter cover matches 
neck clasp; upper and lower bowl 
capacities slightly increased; fittings 
supplied include decanter cover; dual 
purpose stand and cover for upper 
glass; measuring cup; 2 filters— 
“Fast-Flo” using cloth and the Cory 
glass filter rod.—Electrical Merchan- 
dising, January, 1940. 


STEWART-WARNER 
Refrigerators 


Stewart-Warner Corp., 1826 Diversey 
Pkway., Chicago, 


Models: 1940 line comprises 12 new 
models—3 Dual-Temps, 2 De Luxe, 
4 Standards and 3 Sav-A-Step. 

Selling Features: Dual-Temp models 
860, 660, 769, equipped with Freezing 
Locker separate from main food com- 
partment which holds over 50 Ibs. 
of food; 22 degs. below freezing 
temperature maintained; 6 snap-out 
trays; Sterilizer ray lamp emits un- 
tra-violet rays which destroy bac- 
teria; dual-temp  cold-plate unit 
does not collect frost, eliminating the 
need for defrosting, temperatures are 
maintained in upper compartment be- 
tween 40 and 45 degs.; no evapo- 
rator—entire back wall of upper 
storage compartment serves as cool- 
ing unit; storage drawer for fruit 
and vegetables standard equipment in 


Dual-Temp models; 8, 6.4 and 7 cu 
ft. capacities. 
DeLuxe models 670 and 570 equip- 


ped with below-freezing cold storage > 


compartment for storage of meat 
with plenty room for ice trays; meat 
chest; vegetable freshener and frui: 
basket; pull-out shelves; snap-out ice 
trays; capacities 6.4 and 5.6 cu. it. 

Standard models 570, 640, 540, 62 
and D-420, equipped with vegetable 
crisper which serves double purpose— 
used in main food compartment keeps 
vegetables and fruit fresh; placed 
below freezing unit keeps meat fresh 
snap-out ice trays. 

Sav-A-Step models 780, 680 and 58 
equipped with white Dulux Sav-A 
Step; push-button Slid-a-Tray ; Econ- 
o-lite; cold storage chest; interior 
thermometer ; 4 half-shelves of whi 


2 are Tilt-a-shelves; illuminated lf 
pt. cold control dial; safety zon 
temperature control; Jumbo porcelain 


vegetable fresher and fruit baske: 
fitted with DuLux fronts with high- 
lighted band and green’ Tenit 
handles; glass covers for botton 
shelf. — Electrical Merchandisin 
January, 1940. 


GALE Refrigerators 


Gale Products Div. Outboard Marine 


Mfg. Co., Galesburg, III. 


Models: Special and DeLuxe lines ea 
include a 4, 5, 6 and 9 cu. ft. mode 

Selling Features: Under the new K 
Plan the cabinets have only eva; 
rator and shelf hangers; food con 
partment equipment is packaged 
kits for each size refrigerator; whi 
makes it possible to outfit the sar 
cabinet with standard equipment su 
as standard ice trays, glass defrost 
ing tray, standard and clip she 
special frame shelf and dehydrate: 
making it a medium-priced mode 
or another kit containing such fe 
tures as ejector-type ice trays, gla: 
top shelves, meat keeper, hydrato: 
fruit basket with plastic handles, w 
transform the same model into 
deluxe job. Kits are easily install 
—no tools required. Deluxe mode 
are modernly styled with full crow 
doors, chrome plated hardware a! 
louvres; interiors trimmed with col 
plastics; all cabinets finished in Dw 
pont DuLux exteriors with all pore 
lain interiors; Mechanical Iceber 
unit available in conventional or hi 
metically sealed types.—Electric 
Merchandising, January, 1940. 


v 


VAN DYKE Lamp 


Van ‘Dyke Industries, 2857 S$. Halstead 5 
Chicago, Ill. 


Device: No. 1000 Fluorescent des 
lamp. 

Selling Features: Shade is adjustal 
for gauging “spread” of light on de 
or shallow desks; baked-on Moroc 
brown finish with solid bronze ort 
ments; a.c. or d.c. 

Price: $12.75 without 
Merchandising, January, 1940. 
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DISING 


selling Features: 


WESTINGHOUSE Ranges 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


fodels: 1940 Westinghouse ranges— 
Emperor, Regent, Commander, Cham- 
pion, Victor, Conqueror and Coronet. 


New 5-speed Corox 
units increase cooking speed,—8 in. 
Corox wattage ranges from 2200 high 
to 135 simmer, 6 in. unit from 1300 
to 80 watts. “True-Temp” oven with 
new hydraulic thermostat and im- 
proved heat evener provides: balanced 
heat throughout oven; single dial 
control—1 turn of dial operates both 
oven units and sets temperature for 
pre-heating, baking or broiling, I-piece 
platforms. 

Line is headed by 1940 Emperor, 
a deluxe 2-oven model; Regent, sim- 
ilar to Emperor, with but one oven 


and built-in warmer drawer; Com- 
mander, popular priced model, with 
deluxe features; Champion, 38 in. 
range with new platform light treat- 
ment; Victor, available with or with- 
out “look-in” door; Conqueror, leg- 
type; Coronet, 3-unit apartment 
model with full 194 in. oven. 

A special Crusader leg model, de- 
signed for low-income bracket with 
5-speed Economy cooker, three 5- 
speed Corox units and standard True- 
Temp oven will be available Febru- 
ary 15.—Electrical Merchandising, 
January, 1940. 


v 


HOTPOINT Clothes Dryer 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, Ill. 


odel: Clothes dryer No. 101PC71. 


ling Features: 7 Ibs. dry clothes ca- 
Pacity—dries clothes by constant 
Movement through clean, warm ‘air, 
ma perforated cylinder, which turns 

times a min.; thermostat prevents 
overheating; 4600 watts; ¢ h.p GE 
Motor; 38% in. high, 334 "wide, in. 
deep ; "220 volts, 21 amps—required 
spe ial wiring —Electrical Merchan- 
‘ising, January, 1940. 
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DAYTON Refrigerators 


Heinz & Munschauer, Superior and Randall 
Sts., Buffalo, N. Y. 


Models: Dayton Diamond Jubilee re- 
frigerators. 

Capacities: Line includes two 4-ft. 
models; two 5-ft., four 6-ft., two 
8-ft., one 10-ft. and a 3-ft. apartment 
house models. 

Selling Features: “Speed Freezer”, 
frozen food compartment has snug 
fitting door; “Meat Keeper” slides on 
rounded runners; various shelf posi- 
tions available with dual-position 
shelf supports and lift-out shelf sec- 
tions; bottom shelf is heavy 1-piece 
glass that fits over two porcelain 
vegetable crispers; full-depth, drawer 
type non-refrigerated dry storage 
compartment in bottom quick release 
trays; restyled exteriors.—Electrical 
Merchandising, January, 1940. 
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WHITE CROSS Coffee-Vacs 


National Stamping & Electric Wks., 3212 
W. Lake St., Chicago, Ill. 
Models: New wide-neck models avail- 
able in 8 or 12 cup sizes in decorated 

or plain glass. 

Selling Features: Equipped with de- 
canter cover for lower container and 
double purpose cover and stand for 


top container; extra package of 
White-Cross patented filter cloths 
included with all deluxe models. 


(Deluxe model illustrated) tray sets 
also available. 


Prices: From $4.25 for plain glass 
models up; gas models also available. 


—Electrical Merchandising, Januar 
1940. J 


HUMIDOME Humidifier 


Harry Alter Co., 1728 S. Michigan Ave., 
Chicago, Ill. 


Selling Features: Self-contained in 
baked Hammerloid finish cabinet; 
can evaporate water up to 3 qts. per 
hr. depending on temperature of 
room, in a revolving mesh “drum”; 
no “free” moisture is released into 
air; 5 gal. capacity; needs to be 
filled once a day only; when used 
s “spot” cooler—cooling person but 
not room—it has an 8 hr. effective- 
ness before water need be added; 
164 in. high, 15 in. wide, 134 in. 
deep. — Electrical 
January, 1940. 
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Appliance dealers 
are finding out... 


WERE 


RIGHT! 


THERE’S REAL MONEY TO BE MADE IN 
SELLING ST. CHARLES PLANNED KITCHENS 


er Line ay 
) St. Charles Master» 
— | 5 les 
ar 


hen— 
les Uni-Bilt Kite 

close co-operation 60 help you 


wall real volume. 
@ YOU, as an appliance dealer, are the 
most logical man in the world to sell 


a complete kitchen. You know the homes 
of your community. You are often asked 


questions about kitchen modernization. 
And you are certainly on the lookout 
for another good proposition with 
which to approach the people to whom 
you have already sold other products. 


ST. CHARLES STEEL KITCHEN CABINETS 
give you the opportunity you are look- 
ing for. And without any increased 
overhead or inventory! The planning is 
done by St. Charles experts according 
to the measurements you send in. You 
find the prospect, we do the planning, 
you make a handsome profit! 


NATIONALLY ADVERTISED St. Charles 
Steel Kitchen Cabinets are the line for 
you to handle because of their wide 
acceptance, their unquestioned quality, 
and because of the reputation of the 


St Charles Leet 


tchen— 


ice class. ‘And 


maker among builders, architects, home 
economists, and housewives. 


YOU CAN START by selling St. Charles 
Uni-Bilt package kitchens, standard 
combinations of our Leader Line cabi- 
nets. They may easily be set up and con- 
nected between breakfast and dinner. 


GET THE COMPLETE PROFIT STORY. 
St. Charles Cabinets offer year ’round 
sales possibilities, practically no service 
problems, and can be financed under 
F.H.A. plan. Mail coupon today! 


I, St. Charles Manufacturing Co. 
St. Charles, Illinois 

You may mail me, without obligation, 
information about St. Charles Steel Kitchen 
Cabinets and details of your dealer plan. 


Zz 
» 


‘Kitchen Cabinets 


ST. CHARLES MANUFACTURING CO., ST. 


CHARLES, ILLINOIS 
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BY THESE 


to Greater Oil 
Burner Heater Sales! 


EFFICIENT FUEL 
CONTROL... 


The A-P Constant Level Oil 
Control on your Oil Burning 
Heater provides easier selling, 
greater customer satisfaction 
through more accurate fuel 
control, less service attention, 
and ready adaptability to 
AUTOMATIC TEMPERATURE 
REGULATION, 


THERMOSTATIC 
HEAT REGULATION 
A-P Electric "“Auto-Heat” Top 


Unit adds new convenience, 
pleasure, comfort, and econ- 
omy of THERMOSTATIC Tem- 
perature Control to Home Heat- 


ing with Oil Burning Heaters. 


FREEDOM FROM 
FUEL HANDLING 


A-P OILIFTER Fuel Control 
mounted in place of the regu- 
lar Manual Control eliminates 
any need for a fuel tank on 
the Heater. Avoids fuel han- 
dling in the home. Draws Fuel 
from remote Bulk Storage Tank. 


THERMOSTATIC 
CONTROL PLUS 
FREEDOM FROM 
FUEL HANDLING 


A-P OILIFTER ELECTRIC 
AUTO-HEAT TOP UNIT adds 
THERMOSTATIC HEAT CON- 
TROL to the OILIFTER. Make 
Heater COMPLETELY Auto- 


matic. 


to help the Dealer tell his customers 
of the advantages of COMPLETELY 
AUTOMATIC HEAT CONTROLS on 
Oil Burning Heaters. 


@ Colorful Display Card 


Write TODAY for YOUR Supply 
of these Merchandising Aids, and 
your story of A-P AUTOMATIC 
HEAT CONTROLS. They'll make : 
Heater Selling easier and more @ A-P Album 
profitable of Space Heater Selling @ FREE Consumer Folders 


The Control accesories gy AUTOMATIC PRODUCTS COMPANY 


NORTH THIRTY - SECOND STREET 
ater ufacturer, 
MILWAUKEE ® wisconsin 


direct from us. 


THE BYWORD FOR A-P CONTROLS 
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NEW MERCHANDIS 


Models: 


GIBSON Ranges 


Gibson Electric Refrigerator Corp., 
Greenville, Mich. 


1940 Straight line of Kookall 
ranges consists of 5 models which can 
be expanded into 20 by use of 3 sets 
of optional accessories. 

Selling Features: All models equipped 
with 5-speed Chromalox surface ele- 
ments; slanting eye-angle instrument 
board; service-from-front- instrument 
panel ; pretested oven control; 5-posi- 
tion smokeless broiler; 1-piece all 
porcelain oven with 2. elements; 
flush-to-floor and flush-to-wall, all- 
porcelain exterior with acid-resisting 
porcelain surface. 

ER-390-H equipped with pilot light 
over oven control and four 5-speed 
Chromalox units. ER-390-1 has 6 
qt. 660 watt deep-well cooker; 
ER-390-J has 5-speed, 6 qt. Kookall 
Kettle with 1500 watt Chromalox 
element; ER-390-K has storage cabi- 
net with gliding storage tray and 2 
sliding storage drawers, pilot lights 
over Kookall switch, surface switches 
and oven control; Kookall Kettle 
has a French fry basket. ER-390-L 
has Kookall Kettle with French fry 
basket, pudding pan and new Gibson 
Steamall which gives 10 qt. steaming 
capacity; improved 500 watt warm- 
ing compartment; pilot lights over 
all switches and 2 roller bearing 
storage drawers.— Electrical Mer- 
chandising, January, 1940. 


v 


G-E Sunlamp 


General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 


Model: LM-4 light weight sunlamp 
has been added to GE’s line of sun- 
lamps. 

Selling Features: Uses the new S-4 
bulb which is similar to the S-1 bulb, 
but which has a slightly higher E- 
viton intensity than the S-1 type re- 
quiring a shorter time for initial ex- 
posure; S-4 bulb uses but 120 watts, 
which makes possible the use of a 
smaller and lighter transformer which 
makes for greater portability; elimi- 
nation of infra-red radiation is a 
characteristic of new lamp: S-4 bulb 
may be operated in any position from 
vertical to horizontal without its ra- 
diation output being affected; the new 
bulb is slightly smaller in size than 
the S-1 and has an inner quartz bulb 
in. diam.—Electrical Merchandising, 
January, 1940. 
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AIRMODE Room Cooler; 


National Standard Air Products Co 
325 W. Huron St., Chicago, !!!. 


Model: No. 2-A. 


Selling Features: Cools, dehum i 
filters, circulates air; twin-cy 
compressor of reciprocating type 
automatic safety lockout; uses ( 
Freon-12; 4 h.p. GE capacit r 
compressor motor, 1725 rpm 
design evaporator; thermostat 
expansion valve; refrigeration 


pacity # tons; replaceable ou The 
and inside air filters; steam, adjy Vodels 
ble window duct; plugs into 110 Collin 
60 cycle outlet; steel cabinet fin; ‘oan 
in deep grained walnut, 40 in an 
38 in. wide, 18 in. deep.—Elec: $39.9 
Merchandising, January, 1940. 
line, 
Cont 
3-spe 
of tl 
wate! 
chan 
v 
CROSLEY Refrigerator: 
The Crosley Corp., Cincinnati, 0.7 
Models: 13 models in 5 series 
prise 1940 Crosley Shelvador re 
erator line. ‘ 
Selling Features: Freezorcold fe: 
is available in all models exceqg General 


cu. ft. table top model; Freezo: 
2-part cooling unit is separate Model: 
partment for storing frozen | 


meat, poultry or for keeping delling 
cream; holds 8 to 12 lbs meat Pacts, 
arate ice cube compartment ha Lone 
frigerated shelf for fast free cooke 
removable shelf for flexibility nen 
increased storage of ice cube: a 
frozen desserts; both compart: all t 
enclosed with doors that close all E. 
matically. 

Cold Drawer under Freez amp 
unit has temperatures slightly — 
freezing, lid lifts automatical 
drawer is pulled out; stores 2 resid 

All models equipped with 


temperature control; Shelvador 
shelves in door; sliding shelves 
release ice cube tray. Glass s 
De Luxe Shelvador models form 
for full width crisper. Stora! 
De Luxe models accommodates ‘ 
refrigerated foods; interior lig! 
low evaporator gives better illu 
tion; easy-to-read thermor 
powered with Crosley Electr 
unit; uses Freon-12 refrigerant 

Prices: Special line of Shel 
range from $99.50 for 3 cu. it 
model to $137.50 for 6 cu. ft. m 
list prices on Regular and De 
models are not given—Fle 
Merchandising, January, 1940. 
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HOLLIWOOD Broiler 


Finders Mtg. Co., 1638 W. Kinzie St., 
Chicago, Ill. 


Models: 20 and 40. 


Selling Features: Hammered cast alu- 
minum case lifts on hinge or can be 
taken off by just lifting up; element 
removable for cleaning ; air-holes pro- 

vide necessary air circulation for 
broiling; Bakelite legs and handles; 
No. 20, 1150 watts a.c.-d.c.; No. 40, 
1450 watts. 


Prices: No. 20, $7.95; No. 40, $11.95— 
Merchandising, January 
1940. 


BARTON Washers 
The Barton Corp., West Bend, Wis. 


fodels: C60S and C50. 

lling Features: 2 new models have 
been added to Barton 1940 line; 6 
other models ranging in price from 
$39.95 to $99.95 have new improve- 
ments and styling. 3 models of the 
line, priced from $79.95 to $99.95 have 
Controla Speed equipment permitting 
3-speed washing and wringing, and 4 
of the top models feature patented 
water deflector tub.—Electrical Mer- 
chandising, January, 1940. 


HOTPOINT Water Heaters 


Edison General Electric Appliance Co., Inc., 
5600 W. Taylor St., Chicago, Ill. 


Device: Restyled 1940 line of water 
heaters from 1 gal. to 140 gal. ca- 
pacities, includes 2 new additions. 

Selling Features: New improved Hot- 
point Vogue heater is all-white with 


black base, bulgi front ls, 


series galvanized tanks. A new Hotpoint — ‘. h h 
ador r table-top heater with backsplasher de- Resilient mountings that smother 
G-E Range signed for all-electric kitchen; 36 in. possible motor vibration on 
cold fe : 2 high overall depth 22% in. overall electrical appliances mean easier 
Is exces General Electric Co., Appliance & Mdse. width 208 in. flange table-top cover 18 sales happier customers. 
Freezor Dept., Bridgeport, Conn. in. deep; toe space; single unit with eae 
3 Here, as in all other vital points, 
parate Model: G-52-D, leg-type range galvanized tank and 30 gal. capacity.— 
ozen iced Electrical Merchandising, January is reflected Westinghouse ex- 
keeping Features: Low-priced, 1940. perience in supplying motor 
- pacity range; 3 Calrod surface units d f ili f el I 
: og (one a 5-speed unit) and 6-qt. thrift rives for millions of electrica 
. on cooker with rack; extra large twin- appliances. 
sibility unit oven with 5 variations of even nn Westinghouse motors, what- 
cubes ever their type or style of mount- STEEL RING > 
cancel der top heating unit; oven pilot light; : . 
aa all porcelain-enameled broiler pan; ing, help to sell the appliances RUBBER » 
eae no-stain oven vent. Oven timer and they drive, and keep them sold. 
Brees lamp assembly optional. All surface Why not gear their added selling STEEL RING > LO 
sattly units have removable trays for easy power to your own selling? 
matical chaning; large storage compartment Specify Westinghouse motors A “cushion” of live rubber in 
tores 2 beside oven; 1-piece top combines th li Oo buy— Westinghouse resilient-mounted 
cooking surface and back splasher ; on the appHiances you buy- motors prevents motor sounds " 
‘th (tull-floating oven furnish Westinghouse motors and vibration from being trans- 
iv. at Verchandising, January, 1940. for the appliances you sell. West- mitted to appliances. Special de- 
ee inghouse Electric & Mfg Co sign bonds rubber permanently 
nelves; v into mounting rings giving life- 
lass si East Pittsburgh, Pa. Dept. 7-N. long quiet drives. 
els form J-03075 
Stora! 
nodates 


WABASH Super-N-Larger Bulbs 


ior light What does this name 
tter illu Wabash Photolamp Corp., 335 Carroll St., 94% K NOW mean to you? 
thermor Brooklyn, N. Y. 
Elects WESTINGHOUSE 
igerant Device: Self-diffusing enlarger bulb. 
Shelv Selling Features: Made of glass scien- A nationwide survey of repre- 
‘cu. ft tifically treated on inside—a process sentative groups of people 
" ft r which breaks up raw filament light in 14 cities disclosed that 
and De | rays into soft, diffused light that is 94% know and recognize the 
distributed evenly and uniformly name “Westinghouse,” 
? 1940 over entire bulb surface in white and identify it with quality 
glow with less absorption of light electrical equipment. 
j and less heat; smooth glass on out- 
. side will not discolor, scratch or 
WALSER Timer accumulate dirt; 5 sizes with burn- 
Walser Automatic Timer Co., Graybar ing lives from 100 to 300 hrs.; from 
Bidg., New York City 75 to 500 watts. 
i Device: Portable timer unit. Price: From 35¢ to $1.—Electrical 


Merchandising, January, 1940. 


Selling Features: Designed for opera- 
tion on a.c. only; compact design; 
mounted in black Bakelite housing 
with base; silver contact switch has 
capacity of 15 amps. at 120 volts 
..c.; can be supplied in 15, 30 and 60 
min, maximum timing range; to op- 
rate pointer is turned to any de- 
sired interval—Electrical Merchandis- 
ig, January, 1940. 


WESTINGHOUSE 


ELECTRIC 
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) THE MOTORS WITH THE TRADE-MARK MILLIONS KNOW 
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MULTIPLY THIS BY 


MILLIONS... 


AND YOU GET THE ARMCO AUDIENCE! 


WHEN you display ARMCO products you cash in on the pull- 
ing power of the ARMCO story. For it is broadcast each year 
over a wide radio network; it is published in The Saturday 
Evening Post, in trade magazines and in farm papers the 
country over. Such a program builds up to a powerful sales story, 
reaches millions of people. It definitely can help you sell with 
full profit, when you show products bearing the ARMCO label. 


ARMCO has a dramatic story of basic metal quality in appli- 
ances. The symbol of it is the ARMcO label which products of 
ARMCO metal are privileged to carry. 


This familiar trademark is your customer’s guarantee of 
basic metal quality. It has been a “‘go ahead” signal to the 
buying public for twenty-five years, and many merchants find 
it turns “prospects” into regular customers. 


For more information about the advantages you gain with 
Armco-labeled merchandise, write to The American Rolling 
Mill Company, 120 Curtis Street, Middletown, Ohio. 


ARMCO 


INGOT IRON 


A NAME KNOWN TO MILLIONS 
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NEW MERCHANDISE 


Mode ls: 


Capacities: 


Selling Features: 


HOTPOINT Refrigerators 


Edison General Electric Appliance Co., Inc., 


5600 W. Taylor St., Chicago, Ill. 


14 models in 4 
Deluxe, Standard 


Hotpoint’s 
groups—Imperial, 

and Special. 

Each group provides com- 
plete range of capacities—Imperial : 
6, 8, 12 and 16 cu.ft.; Deluxe, 5, 6 
and 8 cu.ft.; Standard, 3, 4, 5 and 
6 cu.ft.; and Special 3, 6 and 8 cu.ft. 
(The Hotpoint 8 cu.ft. Special for 
rural families.) 

Imperial and DeLuxe 
groups equipped with Hotpoint’s 
5-zones of cold provide for every 
type freezing or food storage with 
the added 1940 features of Measured 
Humidity in the 6-way Cold Storage 
Compartment acid-resisting meat stor- 
age pan; adjustment of the humidity 
control according to amount of meat 
in pan provides correct moisture con- 
dition to preserve meats, and the Hi- 
Humidity compartment which con- 
sists of 2 glass-topped storage pans 
finished in acid-resisting porcelain 
enamel with white porcelain fronts 
—each pan is equipped with indi- 
vidual humidity control, adjustable to 
“full” “4” and “2” according to 
amount of food in pan. Other fea- 
tures on the DeLuxe and Imperial 


models are the new dial and tempera- 
ture control in the Speed Free zing 
controls 16 


Zone which points of 


cold; newly designed door on stain- 
less steel speed freezer of Calgloss; 
an over-center spring holds doors 
open or closed to facilitate handling 
ot Pop Ice Trays; De Frost Indi- 
cator; 4 gal. dessert tray and remov- 
able shelf on all DeLuxe Imperial 
models except 5 cu.ft.; adjustable 
stainless steel gliding shelves with 
safety bars at front and lock stops; 
all models except 12 and 16 cu.ft. Im- 
_— and Deluxe models have tip-up 
shelf which can be tipped up against 
cabinet wall and shelves adjustable 
in height. Hotpoint Air Purifier pre- 
vents circulation of food odors which 


might be present in cabinet; Food 
Saiety Gauge inside door tells 


whether cabinet interior temperatures 
are right; Multi-colored dishes con- 
tinued in Imperial models; DeLuxe 
models have glass water bottle. “Hot- 
point Blue” trim on nameplate and 


JANUARY, 


horizontal, white-lined chromium door 
latches and base grilles of stainles: 
steel. Standard 5 and 6 cu.ft. models 
equipped with 1 all-porcelain acid. 
resisting storage pan; bottom shel 
split to accommodate pan without loss 
of shelf area; 6 ft. Standard contains 
a cold storage compartment for meat; 
and general storage, 
and Special models are equipped wit! 
a chiller tray. All models excep: 
3 cu.ft. equipped with automatic in. 
terior light. Vacuum-sealed Thrift. 
master equipped with forced draft 
cooling. All models finished in Cal. 
gloss except all-porcelain Imperial: 
—Electrical Merchandising, Januar 


1940. 


STOKERATOR Stoker 


Nothern Steel & Stoker Co., 3100 Prospect 
Rd., Peoria, Ill. 


Model: Stokerator Deluxe 30 

Selling Features: Hopper capacity abou: 
400 Ibs.; Minneapolis Honeywe 
controls; patented air control an 
muffler; burning capacity 30 Ibs. pe: 
hr.; sectional design retort; Wagner 
motor with automatic overload pro- 
tector; red satinette baked finish wit 


buff stripes —Electrical Merchandis- 
1940, 


ing, January, 


UNIVERSAL Ranges 


Landers, Frary & Clark, New Britain, Con 


Models: 1643 and 1644. 

Selling Features: No. 1643 Univers 
Super-Heat units with over 101 heat 
one 8% in. 220 watts; two 64 
1300 watts; Economy cooker, & 
watts; large bake-fast oven, baki 
unit 2700 watts; broiling unit 2° 
watts; magic eye oven control wi 
signal lights, automatically switc! 
from preheat to bake; 25 watt aut 
matic oven light; balanced oven hea 
Reflecto-grid smokeless __ broile 
acid-resisting porcelain enamel 
piece table top; mult-i-heat switche 
select-a-trol for timing oven or | 
use with outlet; louvered 60 wa 
light; automaticook; 800 watt Ser 
a-drawer; No. 1644 same as 1 
with 2 Bake-fast ovens, right ov 
same as oven in 1643, left oven | 
a baking unit of 1925 watts and 


broiling unit of 1900 watts.—/:lk 
trical Merchandising, January, |° 
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AIRMOI 


National 
325 


Models: 


velling Fe 
air volu 
damper 
opening 
circulatic 
sis remo 
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finish; fi 
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watts ; 2- 
width, 
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cept JEWETT Refrigerator 
TP the Jewett Refrigerator Co. Inc., Buffalo, 
Cal- Model: No. 88. 
rials. Selling Features: 4 separate storage 
wary compartments with total storage ca- 


pacity of 88 cu. ft. Top compart- 
ment—45 deg. moist storage—has 
separate door, maintains relative 
humidity of 80 to 90 degs., and has 2 
cu. ft. capacity. 15 deg. cold storage 
compartment has 1 cu. ft. capacity, 
maintains average plate temperature 
of 4 degs. for meats etc; 40 deg. 
dry main storage compartment; and 
Bevwell for beverage storage. 
Other features consist of quick re- 
lease ice tray; 1 deep dessert tray; 4 
ice trays; 1 large aluminum tray; 
2 qt. water bottle; 2 sliding baskets; 
1 large sliding shelf; automatic inter- 
ior light; hermetically sealed unit; 
1/5 h.p. capacitor motor; Freon-12 


refrigerant; white Dulux finish— 
Electrical Merchandising, January, 
1940. 


y about 
ey we! 
an 
bs. pet 
V agnes 
id pro- 
sh wit 
handis- 


AIRMODE Window Ventilators 


National Standard Air Products Co., 
325 W. Huron St., Chicago, Ill. 


Models: 1-B and 4-B. 

Selling Features: Flexible control of 
air volume is available with special 
damper and 2-speed motor; grille 
opening designed to give correct air 
circulation without floor drafts ; chas- 
sis removable for inspection of mech- 
anism; walnut grain, baked enamel 
finish; fits any sliding window with 
no attachments; uses less than 70 
i watts ; 2-speed toggle switch, 2 single- 


width, single-inlet blower wheels 
mounted in special scroll housings; 
j removable filters; maximum output 
250 cfm.—Electrical Merchandising, 
January, 1940. 


iain, Con 
Univers 
101 heat 
664 
oker, 
n, 
unit 2° 
ntrol Ww! QUALITY Broiler 
swit 
autpuolity Electric Broiler Co., 37 W. 19th St., 
oven hea New York City 
brole ‘lling Features: Broils, toasts, fries, 
name!) @boils, roasts, bakes; air inflow wire 
SWItCICH designed to preserve juices and 
en OF “§flavor; large porcelain refractory 
1 60 Ps heating plate; 3-heats, 1000, 500 and 
att ©0°9250 watts; 115-120 volts, a. c. or 
as 10Rq c. available in chrome or alumi- 
ight 
oven ‘ 
Chrome model, $6.95; aluminum, 
tts. $5.95—Electrical Merchandising, Jan- 
joguary, 1940. 
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Surface Cooking Costs Reduced 


—matching the 
convenience and 
efficiency of 


oven 


cooking 


This 


66600040) 


- Electric Range 


features— 


Patented closed “Visible Cooking 
Units” for every surface cooking 
operation; 


Three efficient “in-the-top” Side- 
Heet and Deep-Heet Ovens; 


A Dual-Griddle; 


A “Dura-Glaz” high speed unit; 
Large standard MONARCH “float- 


ing-heat” oven with illuminated 


Dial Control; 


Three large utensil storage draw- 
ers. 


Model F 76 N 


Visualize food prepared in utensils, fitted into wells, heavily insulated and uniformly 
heated on the sides and bottom; each inset fitted with a heavy, clear, heat-proof glass 
cover. With this top-of-range innovation, the food is always in clear view without lift- 


ing the covers. 


The smooth oblong griddle heats uniformly for griddle cakes and for meat frying. When 
griddle is removed, two 1000 Watt “Dura-Glaz” uniis are exposed for utensil cooking, 
producing a six unit top. 


Write for Photographs and Prices 


Malleable Iron Range Co. 


119 Lake St., 


Beaver Dam, Wis. 


1 
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SENSATIONAL DEVELOP- 
MENTS IN DESIGN AND 
OPERATION FOR 1940 


NEW 
NEW 


NEW 
NEW 


Electric range manufacturers and dealers are turning to "Diamond H" Controls more and 
more. They permit operation within closer limits, more quickly and more positive, because 
they are made to closer limits from finest materials. Made better, they last longer. 
Designed better, they serve more efficiently. And these features mean more prestige 
for the product on which they are found. 


WRITE NOW FOR BULLETIN 21-A | 


| 


6-HEAT SWITCHES for wider range of heat control. Can be mounted 
in space too small for ordinary switches. Quick to assemble. Choice of 
circuits. New mechanism, though low-priced, guarantees positive opera- 
tion as long as range lasts. (Also seven-heat switches) 


THERMOSTATS with snap-in Neon or Mazda pilot light. Long-life lamp. 
More positive action insures constant temperature between closer limits. 
Easy to wire. Simple to mount. Calibration without removing handle. 
Combination oven heat selector switch and thermostat in one unit. 


RECEPTACLES mount without screws. Just snap in position. Positive 
contact with hard-gripping fingers. Cuts assembly costs. Simplifies 
service. Attractive white Plaskon for modern kitchen. 


TOGGLE SWITCHES to match receptacles above, for control of warm- 
ing ovens, lamps, etc., on gas and electric ranges. Silver contacts insure 
long life and smooth operation. Instant assembly. Modern design. 


DIAMOND. H SWITCHES 
THE HART MANUFACTURING COMPANY 


HARTFORD, CONN. 
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NEW MERCHANDISE 


Price 


Device: 
Selling Features: Works on new prin- 


Price: 


Model: 


Selling 


SILEX Coffee Maker 
The Silex Co., Hartford, Conn. 


Device: Combination coffee maker and 


spray tea maker. 


Selling Features: Furnished with spe- 


cial vented upper bowl and a vent 
hole closure; coffee filter and tea 
spray included; period of infusion 
can be controlled in tea spray; after 
tea has been steeped proper time, 
it automatically returns to the pre- 
heated lower bowl. 

Electric table model $4.95 for 
limited time only; 10 cup sizes and 
red and ivory trimmed models 
slightly higher.—Electrical Merchan- 
dising, January, 1940. 


shy 
— 


. 


SHAKET Mixer 


Shaket Mfg. Co., 3112 N. Kedzie Ave., 
Chicago, III. 


Drink mixer. 


ciple—mechanism a solenoid coil con- 
trolled by mercury switch with a 
vertical motion of approximately’ 800 
strokes per min.; 110 volts, a. c. 
60 cycles, or d. c.—no beaters; spin- 
ners or motor to wear out; mixes, 
whips, beats, churns butter, etc.; 
chromium base, Bakelite cap. 
$20.—Electrical Merchandising, 
January, 1940. 


ROUND OAK Range 
The Round Oak Co., Dowagiac, Mich. 


Huron combination circulating 
heater and electric range. 

Features: Electric section 
equipped with 4 Round Oak TK 
spiral surface units with 5-speed 
selectors; 2-stage all-porcelain oven; 
Wilcolator Neon lighted oven thermo- 
stat with 4 position selector switch— 


JANUARY, 


Preheat 4600 watts—1600 and 33 
top; Alumalux smokeless _ broil: 
grill, porcelain pan; storage com- 
partment for broiler pan and grill; 
utensil drawer; 660 watt applianc 
receptacle. Heater section operates 


4 


similar to modern warm air heating | 


plant—deep roomy fire box (for coal 
or wood). Extra equipment ava 
able includes Minute timer, condiment 
sets, electric light; electric clock et: 
—Electrical Merchandising, Januar 
1940. 


3 
HOTPOINT Washers 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, III. 


Models: Pathfinder 411CC81. 
Selling 


Features: 3-vane aluminun 
Thriftivator 124 in. high—vanes de- 
signed to give 3 washing zones—gen 
tle at top, intermediate half-wa; 
down and vigorous scrubbing actior 
at tips of vanes. 

Streamlined Lovell wringer; Tar 
get release; equalized roll pressur: 
safety feed boards, automatic tilting 
drainboards; end-lever reset; bullet- 
shaped tub 22 in. diam.; 2 h.p. motor 
only 4 moving parts, automobile-typ: 
gear case; direct-driven transmission 
tub, white porcelain enamel inside an 
out; skirt, legs white baked Calglos: 
wringer frame cadmium plated; alu 
minum drainboards. 

Impeller-type pump also available a: 
Pathfinder Deluxe modei 412CC8I 
—Electrical Merchandising, Januar 
1940 


MIRACLE Coffee Maker 


Miracle Products Inc., 36 S. State St., 
Chicago, I/!. 


Model: Jiffy automatic coffee make 

Selling Features: Electrical unit con- 
sists of 2 carbon electrodes, positiv: 
and negative, in porcelain ring plug 
and cord connection (see cut). Col 
water in upper glass container ! 
contact with electrodes complete: 
electrical circuit, boiling the wate 
which passes through coffee whic 
is in a Bakelite cup in lower bow 
directly under unit. After water ha: 
passed through unit and coffee cor 
tainer, circuit automatically breaks 
no filter cloths or screening paper 
needed; Black Hall porcelain china 
lower pot, crystal glass upper bow 

Price: $6.95 — Electrical Merchandis 
ing, January, 1940. 
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COPELAND Refrigerators 


‘opeland Refrigeration Corp., Sidney, Ohio 
p 
fodels: Special and DeLuxe series. 


spacities: 2 Special models M-45 and 
M-67, 4.5 and 6.7 cu. ft. capaci- 
ties; 4 DeLuxe models, 54-K, 54-KF, 
66-K and 66-KF. 

elling Features: All models equipped 
with aluminum evaporators. with 
large ice cube capacities and large 


} storage space for frozen food; KF 


able as 
2CC81 
inuar 
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) models complete with meat keeper 


and DeLuxe food file—Electrical 
Verchandising, January, 1940. 


v 


G-E Water Heater 


eneral Electric Co., Appliance and Mdse. 
Dept., Bridgeport, Conn. 


Device: All-white, round water heater. 
Selling Features: White finish with 


gray-black base; equipped with 1 or 2 
Calrod units and with galvanized or 
Monel metal tank; available in sizes 
if 30, 40, 50, 66 and 86 gal._—Electrical 
Merchandising, January, 1940. 


GIBSON Refrigerators 


| Gibson Electric Refrigerator Corp., 


Greenville, Mich. 


dels: 1940 line consists of 3 Stand- 
ard, 3 DeLuxe Freez’r Shelf, and a 
new Super Freez’r Shelf model. 
ipacities: 3 Standard 6 cu. ft. models, 
1 with Freez’r Shelf; DeLuxe Freez’r 
Shelf models with 3-food zones, 5, 
6 and cu. ft. capacities; new Super 
Freez’r Shelf, 6 cu. ft. 

elling Features: Adjustable gliding 
shelf supports; “fitted for food” 
vegetable fresheners with newly de- 
signed streamlined appearance; “Jack 
Robinson” ice cube trays that in- 
stantly release 1 or all cubes; larger 
'reezing unit in Standard models; 
Freon refrigerant; quieter, more 
ethcient Scotch Yoke mechanism; De- 
rostajar in Freez’r Shelf models; 
nside thermometer; Tilt-Bin—Elec- 
'rical Merchandising, January, 1940. 


BRAMMER VEAR / 


A COMPLETE LINE OF 
Floor and Hand Type 
CADILLAC VACUUM CLEANERS 


Priced from $43.50 to $59.95 


Backed by our new, big national ad- 
vertising program, Cadillac Vacuum 
Cleaners with their every up-to-the- 
minute improvement, are particu- 
larly easy to sell. 


. Model 200 Cylinder Type 
CADILLAC VACUUM CLEANER 


Only $59.95 List 
Complete with all attachments 
The outstanding cylinder type 
cleaner. Has "high-low" 2 speed 


controlled motor and dual 8 blade 
fans. Does a superior cleaning job. 


TO SEE US AT 


BOOTH 112 
NATIONAL 
HOUSE 
FURNISHING 
EXHIBIT 


HOTEL STEVENS 
CHICAGO 


LAC 


VACUUM CLEANER 
National Advertising 


WILL BRING LIVE PROSPECTS 
TO YOUR STORE 


Our new FREE sales helps, unusual advertising 
folders, unique floor and window displays and 
Big, New National Advertising Campaign in lead- 
ing weekly and monthly magazines will put you 
ahead in 1940 in sales and profits. 


YOU CAN MAKE Quick SALES 
AND BIGGER PROFITS 


%& CADILLAC has “eye appeal”—smart, streamline de- 
sign and outstanding quality, too. 


% CADILLAC has “thrift appeal”—a complete line 
with a model to meet every budget. 


% CADILLAC carries a full TWO YEARS’ GUARANTEE 
—an exceptional feature which has closed many 
sales. 


%& CADILLAC is designed for service that satisfies— 
More than 2 million have been sold since 1911. 


in ADIUAC 


WRITE FOR FULL DETAILS 


CLEMENTS MFG. CO. 


Manufacturers of Vacuum Cleaners Since 1911 


6666 S. Narragansett Ave. Chicago, Ill. 
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Complete Remote or Central 


Type Air Conditioner. 


CURTIS 


REFRIGERATION 


AIR CONDITIONING 
ane COMMERCIAL 


PACKAGED AIR 
CONDITIONING 


LL classes of retail establishments — stores, 

offices, restaurants, banks, etc., are demand- 

ing air conditioning now. You can sell this rapidly 

expanding market with Curtis packaged air con- 

ditioning units that require only water and elec- 
trical connections to install. 


Curtis Store and Office 
Cooler — 3 and 5-ton sizes. 


Both the Curtis Store and Office Cooler and the 
Curtis Remote or Central Type Air Conditioner are 
complete factory designed, packaged air condition- 
ing units. They mechanically cool, dehumidify, cir- 
culate and filter the air. Costly installation expense is 
eliminated. Both are adaptable for heating if desired. 


The Curtis line of Condensing Units includes sizes 
from 1/6 to 30 HP., air and water cooled. There’s a 
Curtis model for every air conditioning and refrig- 
eration requirement, each precision engineered to 
deliver economical, efficient, care-free performance 
throughout an exceptionally long life. 


The packaged air conditioning market is a 
fast growing source of sales and profits. Write 
for information on the complete Curtis line. 


CURTIS REFRIGERATING MACHINE COMPANY 


Division of Curtis Manufacturing Co. 


1975 Kienlen Avenue 


FOUNDED 1867 


Established 1854 St. Louis, Missouri 


YOU CAN GET 


Oil Burning Water Heater Business 


with this Allen 


This latest Allen Oil Burning 
Water Heater is styled to the 
minute, priced to the market and 
It 

fully automatic and powered for 


engineered to perfection. 


extra fast recovery. 


Its exclusive sliding burner and 
metal pilot-fire arrangement sim- 


plifies and minimizes cleaning. 


Get oil 
heater business with this 
Allen. Write today. 


burning water 


ALLEN MANUFACTURING. ‘COMPANY 


NASHVILLE, TENNESSEE 


B. C. ELECTRIC CON- 
CLUDES LAMP 
CAMPAIGN 


VANCOUVER, B. C.—The Employees’ 
Lamp Globe Campaign recently con- 
cluded in the Vancouver territory of the 
British Columbia Electric Railway Com- 
pany, Ltd. resulted in a dollar volume 
of sales amounting to $9,300. The cam- 
paign this year was based largely on the 
load building idea, with a quota of 
3,500,000 watts. A special bonus of 2¢ 
per globe was offered for the sale of 
lamps of 100-watts or over. Supplement- 
ing this activity was an inter-branch 
contest designed to stimulate sales by 
clerks on the showroom floors. Prize 
for this event was a shield donated by 


the Canadian General Electric Com- 
pany. In addition to regular commis- 
sions and prizes offered during the 


lamp campaign, a grand drawing for a 
65-piece English dinner set was open to 
all who had sold $7.50 worth of lamps 
or more. 

Each employee participating was fur- 
nished with a sales kit, which included 
all necessary information, plus sample 
sales talks, of the kind which experi- 
ence had shown to be successful in ad- 
dressing prospects over the telephone, 
in increasing orders from those already 
once purchasers, and in pacifying those 
who might have been annoyed by being 
approached more than once. 

The campaign resulted in a 93 per 
cent of quota achievement, totals being 
somewhat less than expected due to war 
conditions which placed an extra burden 
on the billing department (obliged to 
figure the 8 per cent federal war tax on 
all bills) and lessened the amount of 
selling they were able to do. 


New Hotpoint Distributor 
In Memphis 


MEMPHIS, TENN.—The Stratton- 
Warren Hardware Company, Memphis, 
Tenn., has been appointed distributor in 
the Memphis trading area, for the entire 
Hotpoint home appliance line according 
to R. W. Turnbull, Hotpoint vice presi- 
dent and sales manager. This concern 


L. M. STRATTON, JR. 


has been one of Memphis’ prominent 
wholesale houses for forty years. Leslie 
M. Stratton, Jr., executive vice president, 


will personally supervise distribution of 
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tric cooking is used i 
actual cooking. Here isi 
saving that every house 


wife appreciates. 
On the ine 


equipped range there art§foticed a 
six cooking % 1 
These sizes run from of 


1. 
44-inch inner ring of . 


race an 
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1200-watt unit, to the 
spread of 8 inches in theByear arc 
2000-watt unit. pi unit 
co 
ito $500. 
a Add this distincBpost for 
tive 
feature to the speed 


cooking due to Chromalo: 
flat-top contact, and you 
play a sales card hard 
beat. 


Hotpoint products, according to Mr. SELL Chi: 
Turnbull, Leslie M. Stratton, president, La ; 
is a past president of the National CHROMALOX equipped range 
Wholesale Hardware Association and , a 
the Southern Hardware Trade Associa- USE CHROMALOX units for replace-§ Bic 
tion, and is at present a member of their . tiday 
executive committee. ments in all ranges. with 
live ring 
Get the complete sales-boosting and de 
story. Mail the coupon today. B basis fi 
ives 
12 Harry Alter Warehouses EDWIN L. WIEGAND CO. laundri 
CHICAGO—With the opening of | 7525 Thomas Blvd., Pittsburgh, Pa. ~e 
four new warehouses in the New York will b 
metropolitan district, the Harry Alter | Send me the “CHROMALOX PLAN" boot additio 
Company, refrigeration supply jobbers, I days 
announces a total of twelve ware- cents 
houses. Headquarters are at 1728 i Radi 
South Michigan Ave., Chicago. Position....... : being 
JANUARY, 1940—ELECTRICAL 
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Medicos Go for 
Air Conditioning 
IG aie per cent of the 


doctors now using air condition- 
ing in their offices have recommended 


t to other physicians, 48 per cent 
Mhave recommended it to their patients, 
Sand 47 per cent have recommended it 
Ato their personal friends. 


) Nine out of ten doctors find that 
the comfortable environment of an 
air conditioned . office helps to make 
their patients more relaxed and co- 
Noperative, thus rendering diagnosis 
and treatment easier. 

These findings—and many others— 
were disclosed lately by the magazine 
Medical Economics, following a na- 

Mtion-wide survey of the experiences of 
Bdoctors who have already installed 
bi conditioning in their offices. 

Of particular interest as an index 
Mof the medical profession’s attitude 
Mtoward the reputed health values of 
Hair conditioning were replies to the 

Bquestion about the benefits of condi- 
0X ioned air to patients suffering from 
Mvarious ailments. Seventy-two per 
ITS) ent believe that hay fever sufferers 

mwvill enjoy relief in air conditioning, 
63 per cent think it has therapeutic 
spects . ralues for asthma, 31 per cent believe 
poinge helpful in sinus conditions, and 21 
cook cent for pneumonia. Favorable ex- 
ki Mperiences were also mentioned with 
Rheumatic, cardiac, heat exhaustion, 
fever patients. 
ippedge The poll revealed that 98 per cent 
units—fe! a doctor’s patients comment on the 
r ele pated comfort of air conditioning, and 
ot i hat 29 per cent of the doctors could 

: race an increase in practice to the 
18 power of an air conditioned 
housefpfiice. Ninety-seven per cent of the 
loctors said they work more efficiently 
munder air conditioning. 

» With air conditioning, 88 per cent 
verag‘@pt the doctors find their offices are 

OX BRasier to keep clean, 72 per cent 
re aft#Moticed a reduction in medicinal odors, 
meternse"d 90 per cent appreciate the exclu- 
mth ion of outside noise. ; 
of thik A little over half of the installations 

‘eere lor summer air conditioning only, 
ne fullvhile the others operate the whole 
in theMjear around. The most popular size 
Hi unit among doctors is the single 
Foom conditioner costing from $300 
, $500. Average monthly operating 
distinc Btost for this size unit proved to be 
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Chicago Laundries Hold 
Dollar Day 


CHICAGO —Every Thursday and 
replace ) Friday is dollar day in Chicago 
)with laundries picking up and de- 
)'ivering up to 30 Ibs. of laundry 


osting @ and delivering it on a damp wash 
day. basis for $1 

lhe idea is to convince house- 

1 wives of the advantage of having 

>. laundries do their work instead of 

| Washing at home. On Monday 

Tuesday 15 lbs. of laundry 


}will be handled for 89 cents, each 


AN" boot additional pound 4 cents. On other 
jdays each additional pound is 3 
cents, 
), Radio and newspaper space is 
B being used to promote the idea. 

VISING 
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did GIBSON’S 1939 sales increase exceed the rest 
of the industry’s increase by 92%? 


ve GIBSON gives the retailer HIGH Quality at LOW 


Price-A SUBSTANTIAL PROFIT— SELLING Features— 
Re ana LOCALIZED National Advertising 


Use the Gibson SELLING-UP Plan for greater refrigerator profit in 1940! In 1939, nearly 
9 out of 10 of the prospects pulled in by the low-priced advertised special BOUGHT higher- 
priced Gibsons! Gibson’s strategy is to learn what the public wants and sell it strong, not 
decide what the company shall sell and expect dealers to push it. The superlative low-ball 
line pulls them in and once in, the Freez’r Shelf line at higher prices wins them. It’s the 
line with KITCHEN FEATURES that MEAN SOMETHING TO WOMEN! And the 1940 
3-ZONE Freez’r Shelf line tops them all. Look before you decide—that’s what the women 
are doing; they’re looking Gibson’s way, and you'd better, too! 


GIBSON ELECTRIC REFRIGERATOR CORPORATION, GREENVILLE, MICHIGAN 
Export Office: 201 N. Wells St., Chicago, U. S. A. Cable Address: Gibselco, Bentley Code 


GET IN ON THE FOURTH YEAR OF GIBSON’S 
AHEAD-OF-THE-INDUSTRY INCREASE ! | 
| 
FIND OUT ABOUT THE 
LOW-PRICED ADVERTISED SPECIAL 


\e 
wer 
| 
PAGE 


Cash in on This 
Low Cost, Portable 
CONDITIONING 
Unit for Profitable 
Big-Volume Sales 


ROOM CONDITIONER 


at a Low Price 
EVERYONE CAN AFFORD 


You've wanted it and here it is—a portable 
conditioning unit that filters and washes the 
air, circulates the air, moistens the air. 
Comfort-air's unique features, smart design, 
low price, proved efficiency and dependable 
operation assure you profitable, big-volume, 
easy-to-get sales in homes, business offices, 
retail establishments, doctors’ offices, hos- 
pitals. It is ready for the mass market that 
needs it, wants if, can afford if, will buy. 


HIGH SPOT FEATURES 


Holds 12 quarts of water. Evaporates up to 
3 pints of water per hour. Filters and circu- 
lates approximately 200 cubic feet of air per 


minute. Simple. Quiet. Plugs into any 
ordinary electric outlet. 
SEE IT AT 
Booth 83 


international Heating and 
Ventilating Exposition 
Cleveland January 22-26 
ond 
Booth 35 
Netionol Home Furnishing Show 
Chicogo January 7-12 


COMFORT PRODUCTS 
CORP. Harvey, Ill. 


JOBBERS, DEALERS—WRITE 


COMFORT PRODUCTS CORP. 
HARVEY, ILL. 


Modernized Offices 
‘Rent Easily 


Electrical Modernization From the 
Leasor's Standpoint 


S? important is adequate lighting 
in the rental of commercial and 
| office buildings that Miss LaVelle 
Mitchener, San Francisco leasing 
agent, will not handle such property 
unless it is completely remodeled with 
modern illumination and abundant 
electrical facilities. As a result she 
has become known in the real estate 


having negotiated some 200 leases 
within the past year—and to the elec- 
trical industry she is known as the 
best agent they have for the spread of 
the gospel of adequate lighting. Miss 
Mitchener’s own explanation of her 
success emphasizes the fact that ade- 
quate light actually increases the space 
which is usable in any area and thus 
offers the basis for receiving a better 
rent, besides doing more than any- 
thing else to improve appearances. 
Adequate outlets are another im- 
portant consideration which helps to 
gain tenants, in Miss Mitchener’s ex- 
perience. 

Figures show that rents may be in- 
creased from 73 to 100 per cent after 
modernization, she says, while the in- 
creased valuation of the property far 
exceeds the modest cost of electric 
wiring and paint. 


W atch Out for Refrigerator 
Guarantee Features 


King Hardware Watch Out 
For Goodwill 


For 57 years King Hardware has 
been a great name in Atlanta, Ga. 
Today it has 12 stores scattered about 
the city. Owned by Atlantans it does 
a big refrigeration business purely on 
the axiom that southerners do business 
on “friendship and reliability.” 

For that reason, John Oliver when 
he closes a deal is very careful in 
going over to the box and pointing 
out to the customer exactly what the 
guarantee covers. “We don’t want 
anybody to be disappointed down here 
by expecting something they are not 
entitled to,” he told Electrical Mer- 
chandising. 

Without any tricks, without any 
special outside effort, he has been able 
to move from his basement salesroom 
at 53 Peachtree Street one of the 
largest volumes of Frigidaires sold at 
retail in Atlanta. Mr. Oliver and his 
men talk on the savings possible with 
quantity buying of specials offered at 
various grocery stores. He drives 
home the economy that the electric 
refrigerator will give the customer. 
Most of his customers buy on a weekly 
payment basis, making payments as 
they are paid, a device which keeps 
them walking into the King stores 
regularly. 


| JOBBER DEALER The chief obstacle to refrigerator 
sales is the customer being loaded with 
Nome previous obligations. “I simply find 
Company out when the old payments will die 
Street out,” says John Oliver, “and make a 
City notation to get in touch with him 
when this happens.” 
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business for her success in her field, 


"$9.80 
10”... .$9%. 


Available List 
in 
12”. .$12.50 
3 List 
sizes 


16”. .$16.50 
List 


NOW... ~ a quality Vent Fan 
at startling low price! 


@ Here's a brand new line of low priced, feature-plus Ventilating Fans—the 
Challenger Line. These fans are modernly different in appearance yet char- 
acteristic of the well known Signal performance and dependability. Out- 
standing features of these fans include: Streamline Design: Totally enclosed 
motor: Self-Lubricating bearings, with wool-packed oil reservoir; Chrome 
plated fan blades; Quiet operation; Easy-tomount frame. 


These Challenger Vent Fans are adaptable for installation in walls, windows 
and transoms. Write for complete information now. 


T SIGNAL ELECTRIC MFG. CO. 


Af Offices in all principal cities 
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For the good of your 


appliance business 


SPECIFY on ALL ORDERS 


for heating appliances: 


“Heating Elements to be made 
of Nichrome V—the 


Driver-Harris Alloy” 


DRIVER-HARRIS 
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DISTRIBUTOR INVENTS 
OIL HEATER DISPLAY 


N oil heater display that folds up 
and gives the prospect a chance 
ee what goes on inside is the 
ud invention of Charlie Maurer 
| the other boys over at the Radio 
)istributing Corporation, who whole- 
sale the Norge oil heaters in Detroit. 
“We thought this up as a means to 
juickly get over the idea,” Charlie 
Maurer told Electrical Merchandising. 
“The exterior of our heater looks like 
in air conditioning job—and custom- 
ers are flattered to have visitors ask if 
they have air conditioning as they 
would be by the privilege of owning 
1 high priced car. But it needed ex- 
planation. 


Charlie Maurer of Radio Distributing 
Corp., Detroit, demonstrates his folding 
oil space heater display. 


“We found out one thing here in 
Detroit in selling oil heaters. The 
lealer must not sell the idea of cutting 
the coal bills in half. The thing to 
sell is comfort and as plenty of people 
ate getting out of bed in a cold 
use that’s a mighty important angle. 
BSecond, we as a distributor have 
earned that we have got to get men 
ithe job first. You can’t wait until 
hcold weather gets here and then start 

ning up dealers. 

“Our dealers have learned that you 
| ave got to collect most of your money 
poelore warm weather rolls around if 
syou want the heater to stick. When 
you take out the old stove as a trade- 
n that helps, but you’ve got to force 
the customer to have quite an invest- 
ment in order to make sure. In De- 
roit appliance dealers have proven 
best in selling oil heaters. Most of 
iem get their leads by running classi- 


| fied advertising. The $89 model here 
3 the best seller. 


Re-Finishing Free 


HE store makes no charge for 
refinishing and buffing,” says 
. J. Armstrong of the Miller Appli- 
ince Company of San Jose, “but we 
Always finish our washing machine 


obs to make the old machine look 


i It doesn’t cost much and it 
makes the customer appreciate that 

 — 


ke new, 
u have actually done something by 
Wav Of repairing the machine. 


IDISIN 
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Ms 
Lo 
ALi” 


ALUMINUM 
CONTAINERS 


It isn’t surprising to find refrigerator manufacturers adopting “friendly-to- 
food” Aluminum for meat storage pans. It is light in weight, and there’s no 
chipping or breaking. A great majority of the homes in the country are using 
it for cooking utensils. And many of the packing houses and butchers have 
used Aluminum pans, for years, for handling and storing their meats. 

Aluminum ice trays and ice cube grids are standard with most of the 
refrigerator manufacturers. There, they not only assist in speeding up the 
freezing, but they also preserve the goodness of desserts frozen in them, 
Aluminum is an excellent conductor of heat; gets heat out in a hurry to make 
room for the cold. 

You'll find the refrigerator prospect an interested listener to these facts 
about Aluminum: It is friendly to food and it helps give faster freezing. 


Atuminum Company or America, 2160 Gulf Building, Pittsburgh, Pa. 
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V & Places to Sell this % \ 
Orrice APPLIANCE LAMP 


It's a lamp of many uses. Clamps to desk or can be 7 
screwed to wall or table. It swings to right or left, ; 
directing its strong indirect light just where needed, 
with no glare in the operator's eyes. With only a 
100-watt bulb it delivers 30-35 foot candles of light 

, to the machine. Besides its many uses in the office, 
this lamp is suitable for packing or wrapping 
bench, factory inspection tables, etc.—additional 
sales possibilities for an alert dealer. 


ONE OF OVER 200 LAMPS 
FOR EVERY LIGHTING NEED 


No need to pass up ANY lighting order. The Faries 
catalog gives you a complete line to sell ...da 
lamp for every requirement, together with brackets, 
fixtures and supplies. For over 59 years the Faries 
line has represented the best in 
portable lighting equipment. 


SEND FOR THIS CATALOG 


. » » Use it to sell more lighting equipment. 


FARIES MFG. CO. Se 
S. ROBERT SCHWARTZ DIV. 
1002 E. Grand Ave. Decatur, 


| 

4 | 

No. 1989 No. 2207 No. 2242 No. 156! 
Natural Light Guardsman Guardsman Executive 


Donates Service 
Men's Time 


= line with his store policy of 
“giving it away” rather 
selling at a loss, and thereby making 
friends for his store, B. F. Hannah of 
the Grabe Electric Company of Tuc- 
son, Arizona, occasionally gives free 
service work to his customers or 
prospective customers. During the 
first depression period, for instance, he 
sent out his service force with a letter 
saying “We will employ these men 
if you will let them work for you.” 
The customer paid for materials but 
the men’s time was donated by the 
firm. This type of present was made, 
of course, to a selected list on which 
were placed old customers whose ex- 
perience with the firm for some reason 
had made them dissatisfied, or to 
prospects who were still active but 


than | 


whose interest had possibly died down | 


temporarily. 
engendered and the subsequent pur- 


| chases which came simply from a 


feeling of appreciation for the favor 
rendered more than paid for the cost 
of the work. And Mr. Hannah had 
the satisfaction of having kept his 
force together and employed during 


| a hard period. 


One Dealer Does 
Town's Service 


ND then there is the Wyoming 


The amount of good will | 


town where one dealer handles | 


the servicing for all the firms in town. 
The increased business enables him to 
install complete servicing equipment 
and to employ an adequate staff, so 
that costs are lower than would be 
possible were each dealer to handle 
his own work. The dealer handles the 
work expeditiously and confidentially 
for whatever dealer brings it to him. 
No use is made of the information 
obtained through rendering this serv- 
ice which is not perfectly legitimate, 
but just the same, some of the jobs 
done are bound to lead to new sales 
eventually. Inevitably his office is 
aware of the opportunity and has a 
good chance in competition when it 
comes to making the sale. 


DISTRIBUTORS WANTED 


We have just put on the market 
a new product, the TELE- 
TOUCH ELECTRIC EYE, list 
price $49.50, for which we seek 
an exclusive distributor in your 
territory. 


Write for bulletin outlining the 
unlimited fields and profit pos- 
sibilities of this amazing prod- 
uct. 


TELETOUCH INDUSTRIES, INC. 


37 West 54th Street 
New York City 


IES Lamp 
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WORLDS 


Unique Outside Display 


WAYNE WILSON, who on 
+ July 1 established a dealer- 
nip for Thor washers and ironers 
Ay 130 South Madison street, Peoria, 
linois reports a fine reception dur- 
g the six months of operation. 
his is due in large part, he says, 
) floor displays and a unique out- 
fe display. 
This outside display consists of sev- 
al garments attached to a clothes 
ne fluttering in the breeze from a 
le extending, as a sign, above the 
itrance of the store. “This line of 
thes,” says Mr. Wilson, “has a 
reat deal of attention-compelling 
lue. When passers-by see it, it 
‘finitely establishes our store as an 
ypliance store. In fact, this dis- 
ay had so much attraction that one 
ight the line was cut and the articles 
len. This has now been replaced 
Bith a steel line, which cannot be 


The floor displays include a show- 
ig of 7 styles of washers and the 
pme number of ironers. The ironer 
isplay is one of the best and largest 


in the city. “And are we selling 
ironers?” says Mr. Wilson. A wash- 
ing machine in operation is also dis- 
played on the sidewalk in front of 
the store during good weather. This 
display in itself has much attraction. 

In addition to displays, newspaper 
space is used twice a week. On Mon- 
days a 4-column, 9-inch ad is used 
and on Thursdays a 3-column, 6-inch 
ad. Then classified ads are used daily 
offering rentals of washing machines 
at 50 cents a week. The rental propo- 
sition is giving the concern a nice 
list of prospective customers on whom 
to work. 

“We get response from both types 
of newspaper advertising and from 
both types of displays,” says Mr. 
Wilson. “The thing, however, that 
attracts more attention to us than 
anything else is our wash line. Placed 
over the entrance, it is visible to 
people driving past as well as to 
those on the sidewalk. It is interest- 
ing to watch drivers catch sight of 
the fluttering line and crane their 
necks to look inside the store. This 
is one of the best publicity stunts of 
which we know.” 


14 SUPERIOR STREET 


Be sure to See the Complete Line of 1940 Daytons 
American Furniture Mart Space 549-A January 8-20 
HOTEL STEVENS SPACE 131 JANUARY 7-13 


Or Write 


BUFFALO, NEW YORK 
Quality Refrigerators Since 1865 


ELECTRIC 
REFRIGERATORS 


1940 is Heinz and Muns- 
chauer's Diamond Jubilee 
Year. 
anniversary year the 1940 
Daytons have more new 
features and greatest re- 
frigerator value ever built 
into a Dayton. 

Complete line of sizes 
and models gives you 
price coverage you need 
for full plus profits. 1940 
Daytons are priced to 
meet all competition with- 
out cutting profits. 

We've put everything 
we've got into these 1940 
Diamond Jubilee Daytons. 


for 


1940 


To celebrate this 


How to wire 


for light and power... 


Step-by-step methods fully and simply 
explained in this new book 


Just Out! 


PRACTICAL 
ELECTRICAL WIRING 


By H. P. RICHTER 


500 pages, 51/2 x 8, illustrated, $3.00 


L ERE is a complete course of instruction for those who want to learn how to 
do electrical wiring. Begins with very first elements and takes the reader 
by easy steps, plain instructions and methods, to the completion of typical 


wiring jobs in accordance with official requirements. 


Employs simple lan- 


guage; confines mathematics and theory to the minimum necessary for under- 
standing of the work; covers medium voltage jobs of the types that are most 


in demand. 


Covers: 


I. Underwriters and codes; 


Il. Planning and installa- 


Ill. Planning non-residen- 


electrical principles and tion; specific outlets; tial installations; non-resi- 
measurements; basic de- switches and other devices; dential lighting: miscel- 
vices and circuits; wire, old work; farm wiring; 1 probl ; wiring 
sizes and selection; con- isolated lighting plants; for motors; wiring schools, 
nections and joints; resi- wiring apartment houses; offices, churches, stores; 
dential and farm motors; etc. etc. 


etc. 


SEE IT 10 DAYS ON APPROVAL — MAIL THE COUPON 


— - 

® McGraw-Hill Book Co., 330 W. 42nd St., New York ‘ 

+ ee ® Send me Richter’s Practical Electrical Wiring for 10 days’ examination on approval. > 

Uses Pump n Fixing Soap Suds $ In 10 days I will send $3.00, plus few cents postage, or return book postpaid. (Postage : 

paid on orders accompanied by remittance.) 

A very simple stunt for dealers is being promoted these days by Jason Hurley . > 

soap suds always catches the customer's eye, he is urging dealers to use the 

can produce. Mrs. Leona Crook Eckert shows Electrical Merchandising how S City and State 2... .ccccecccccccscvcccsessscescvessersesssecesssesesscsvcesvers E.M. 1-40 8 

° ° ° s (Books sent on approval in U. S. and Canada only.) 7 

much suds a pump will produce as compared with an agitator. ® . 
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WHERE TO BUY INDEX TO ADVERTISERS 
January, 1940 
Parts, Services & Accessories Airtemp Division, Chrysler Corp. 61 Horton Mfg. Co 
Allen Manufacturing Co....... i 
UNDISPLAYED RAT DISPLAYED RATE: a anufacturing Co 128 Hoskins Mfg. Co 
Hy -7 $11.00 per inch per insertion. Contract So. Harry. .........134, 135 
ees, of Ene count rate on request. (An advertising inch Altorfer Brothers Co. . 23, 24, 25, 26 Kelvinator Division, Nash-Kelvi- 
ase line Discount of 10% if full pay- py Aluminum Co. of America..... 131 nator Corp... ...39, 40, 41, 42, 43 
secutive insertions of undisplayed ads. inches to @ page.) American Ironing Machine Co.. 119 Knaphurst 
American Rolling Mill Co...... 124 
A Rot 
SPECIALTIES SPECIALTIES Landers, Frary & Clark.......72,73 
Ho d Eas tators Rebushed r ove 
All Guaranteed job 32.50 nash rd COD. Re- Artmoore Co..... Leonard Division Nash-Kelvina- 
vacuum cleaner bags—all types. Ohio Automatic Pr d Cc 122 tor Corp. cease 94, 95 
tile Specialty Co., W. 64 St, Clevelan : oducts Lo toll Mfg. Gover 
“HOW TO MAKE SALES AND INFLUENCE PROFITS” 
oot siete Barlow & Seelig Mfg. Co .30, 31 Malleable Iron Range Co .. 125 
Barton Corp. ..... . & Maytag Co. ..... 86, 87 
Black & Decker Electric Co Joey ee McGraw-Hill Book Co a. 
Blackstone Mfg. Co... Back Cover 
Briggs & Stratton Corp. ; 
National Market Index 135 
Norge Division, Borg-Warner 
Carnegie-iilinois Steel Corp... 106 Corp. . 86 
BOOKKEEPING SYSTEM Celina Mfg. Co. . 98 Orangeville Mfg. Co 134 
Especially Designed for Clements Mfg. Co . 2 Y 
Groveland Press ..... 134 Parker Rust-Proof Co 
irect +t derstand system, # : 
devised by nem accountant in Comfort Products Corp........ 130 Parts, Services & Accessories... 134 The 
ine + 
iimamee. _— Copeland Refrigeration Corp.. 114 Philco Radio & Television Corp. 2,3 to sell 
Re- New New Sweeper (o. Provides for cost of sales, operating Crosley Corp. Polachek, Z. H 134 dom 1 
“DETROIT. MICHIGAN, USA trade- and every situa- about 
ERE Now Quick Service Electric Co 135 
Write today for descriptive folder. river Co. . 132 
an for new Illustrated cata- H ' 
| of vacuum cleaner parte Driver-Harris Co. . 130 Ray-O-Vac Company 99 ness f 
z - du Pont de Nemours & Co., E. |. 82 Re-New Swe Co 134 sales « 
RUBBER wrnotsrense 
dig 
HAND LING of c Edison General Electric Appli- St. Charles Mfg. Co 121 
TRUCKS. 5 > 2ATOR ance Co. .. ..33, 34, 35, 36 Searchlight Section .. 134 
SAFEGUARD Electrical Testing Laboratories.. 132 Self Lifting Piano Truck Co .. 134 
Your Profits! 4 , Eureka Vacuum Cleaner Co.... 71 Signal Electric Mfg. Co .. 130 
TRUCKS for han- Steam-O-Matic Corp. . 109 
dling refrigerators, S$ A CASTER K-75 TRUCK Faries Mfg. Co., S. Robert 45 
ranges, radios, kitchen cabinets, ete. Only truck Hendler « Stewart-Warner Corp. 
with patented quick change ratchet nose. Com- caste® Sagat apse Schwartz Div. . 132 Sunlight Electrical Division, Gen- 
pletely rubber upholstered throughout. Several > No 5 PADDED COVERS Frigidaire Division, General Mo- 9 . 
sizes. Descriptive circular and prices for Refrigerators and Ranges eral Motors Corp 
om req tors Sales Corp 49, 50, 51, 52 
“ORANGEVILLE ats. co. with thich loyer oh cation Floren St re! 66 
Orangeville ‘Got ) Penna. paranc feature for special sixes eletouch Industries, Inc 13 
- O TR O p 
Air Conditioning and Refrigeration Gale Products . -. 6&7 United States Steel Corp 106 
| Supplies and Equipment Mention of General Electric Co. 
Stocks—Lowest | Searchlight Section of 58, 63, 64, 65, 75, 77, 135 Westinghouse Elec. & Mfg. 
will be appreciated by the S ne sae? be. White Products Corp 135 
advertisers and the publishers - lousoteoping Wiegand Co., Edwin L 128 
uae rd Hart Manufacturing Co . 126 Youngstown Pressed Stee! Div. 
S E A R RC H L l G H T S E C T | O N Heinz and Munschauer . of Mullins Mfg. Corp . 8 
| | 
POSITIONS WANTED OPPORTUNITIES WANTED 
(See also “Selling Opportunities Wanted’’) MANUFACTURERS AGENTS travelling two 
PRO. SIGNE echni- securi 4 | 
c ac ‘ull, art-time c jianc ine. - 
designing, Modest salary to start. Foster, | Merchandising, 360 W. éand Bt. | Ready! 
690 E. 166 St., New York City. New York, N. Y¥ 


SALES EXECUTIVE, thoroughly experienced | 

in the distribution of radio and major | event 
SELLING appliances through leading distributors and | 


dealers throughout the East and Middle 


West. Can furnish excellent references from 
OPPORTUNITIES manufacturers, distributors and dealers. 
| SA-566, Electrical Merchandising, 330 W. | 
OFFERED—WANTED N. Y 


42nd St.. New York, ! 
_— Reveals Cleveland’s highest economic quarter as the “ed 


Selling Agencies—Sales Executives 


Salesmen—Additional Lines WANTED quarter in 1939 Electric Refrigerator Sales! Shows trends 
TO BUY carloads of used General Electric, | of vital importance to every appliance advertiser ... to whom 
Frigidaire, Kelvinator, Westinghouse, ki 
OPPOR NITIES OFFERED Norge electric refrigerators in three, four f it is available for the asking. 
PORTU or five cubic foot sizes, reconditioned or as |} ° 
aa oemsks - | is, but must be in operating condition. |! If you sell in Cleveland consult 
SALESMEN WANTED to sell Voss Washers. | Want quantities Will pay cash. Address The Press or its nearest National 
Because we are allot ng smaller territories “ -560, Electrical Merchant ising, 68 Post Advertisin Office 
a number of good oper nes will be available St.. San Francisco, Cal. 4 - 
January ist Libe al mmission Call 
Space 67 & 68, Steve ns Hi E bit Hall, | 


PATENT YOURIDEAS 


during January Market, or write Voss Bros. 
send Sketch or Model 


Mfg. Co., Davenport, Iowa. 


THE CLEVELAND PRESS 


of your mvention tor HAC U 


We can give you sales representation in 

Washington, D. C. Informational and re- 
search by experienced Sales Manager. Write 
Box 121, College Park, Md. } 


. S&S. Pat. Off. records searched 230 PARK AVE., NEW YORK 
for ANY Invention or Trade Mark 


Chicago San Francisco Los Angeles 
SCRIPPS-HOWARD NEWSPAPERS i” Memphis Detroit Philadelphia 


PAGE 134 JANUARY, 1940—ELECTRICAL 


h CLEVELAND 
— 


123 
135 
128 


DISINS 


1 WANT AN ELECTRIC 
SINK THAT DOES ALL 
OF THE JOB FOR me! 


GENERAL 
ELECTRIC 


SINK 


Watch For 
National Advertising! 


YOUR NEXT BIG PROFIT OPPORTUNITY! 


The G-E Electric Sink is about 
to sell its intriguing story of free- 
dom to housewives in your com- 
munity. Women will be asking 
about it, looking for it. Here’s 
clean, profitable, “big ticket” busi- 
ness for you. It’s your next BIG 
sales opportunity — another step 


toward greater profits in the elec- 
trical appliance business. 

Ask your General Electric Dis- 
tributor for details TODAY — 
and make extra profits for your- 
self THIS spring. General Elec- 
tric Company, Appliance and Mer- 
chandise Dept., Bridgeport, Conn. 


GENERAL ‘%é) ELECTRIC 


WHERE TO BUY 


Parts, Services & Accessories 


HOW TO MAKE A PROFIT 
ON TRADE-INS 


How much can you afford 
to allow on any one of 1700 
refrigerator models .. . 
and still make a NEW SA 
AT A PROFIT? You can 
find the fair market value 
of practically all — 1700 — 
makes and models from 
1928 to 1938 in the 


National Market Index of Trade-In 
Values for Used Refrigerators 


per 


‘ . the only complete source of trade-in values 
for dealers who want to promote profitable 
trade-in sales will help point the way to hun- 
dreds of sales that you might otherwise lose. 
Pages show photos of refrigerators, with table 
of sizes and cash value (see illustration). One 
properly executed trade-in will more than pay 
for this handy trade-in index. Your: money back 
if not satisfied! 

Prices: single copies $3.50; 50 or more, $2.50 
each. Postage paid by us on prepaid orders: 
Otherwise all deliveries C.O.D. plus postage. 


Write or wire your order. 


NATIONAL MARKET INDEX 


3028 W. Hunting Park Ave. Philadelphia, Pa. 


Sales Presentation Contest 


FFECTIVE method of training 
salesmen to meet objections on 
the part of customers was the “Sales 
Presentation Contest” staged earlier 
in the year by the Puget Sound Light 
& Power Company. Salesmen in each 
district competed in preliminary try- 
outs for selection of the best twenty- 
minute sales talk. A “Prospect” was 
provided, who was coached to raise 
all the usual buying objections. The 
winners from each district then com- 
peted in the finals at the annual mer- 
chandise sales meeting, with cash 
prizes for the men who received first 
and second awards. The contest 
aroused much interest on the part of 
the men, who put in considerable time 
working up an effective sales talk— 
time which later, of course, proved 
profitable when the sales talk was 
used to meet actual objections on the 
part of prospective buyers. It was 
also possible for the management to 
learn just what their salesmen were 
doing in the field and to catch weak- 
nesses which could later be corrected 
with a little judicious help. 


Card on Free Service 


CARD which must be signed by 

the customer on delivery of new 
equipment and which states that the 
customer has read the purchase con- 
tract and understands exactly what is 
to be allowed by way of free service 
on each item saves a lot of trouble 
later for The Palace of Spokane, 
Wash. This firm has found that a 
little preliminary education of the 
new owner in the ways of the appli- 
ance purchased, plus the signed state- 
ment does away with many requests 


for service which are wholly unneces- 


sary. This firm long has had the 
policy of insisting that salesmen call 
back after the appliance has been in- 
stalled and then later at 3 months. 


After this free service calls are made |§ 


ANEW. 
$10,000,000.00 


—and It’s CLIMBING 
Every Year?’ 


ARE YOU GETTING 
| YOUR SHARE? 


Not unless you are offering a de- 
pendable. QUALITY ELECTRIC 
WATER HEATER—priced to meet 
ALL competition, Not unless you 
are making a good and = steady 
PROFIT on such a leader. 
IMAGINE — A 65 GALLON 
QUALITY ELECTRIC 
WATER HEATER YOU CAN 
RETAIL FOR 875.00, AND 
STILL MAKE A VERY AT- 
TRACTIVE PROFIT! 


If you are a preprecsive dealer, in- 
vestigate our proposition hout 
White Products Corp. 


Lansing, Mich. 


Photo by courtesy 
of Electrical Mer- 
chandising 


at six month intervals. This builds BM 


good will and also leads to a tre- jf 


mendous number of prospects being | 


developed. The store reckons that 60 
per cent of its sales come from old 
customer leads which were uncovered 
in this way. 
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“we HARRY ALTER CO. 


1728 S$. MICHIGAN AVENUE, CHICAGO, ILL. 


“Mother, you need a 
Whirldry Washer to keep 
‘me spic and span!" 


—instead of the usual burden con- 
nected with washing, mothers en- 
joy keeping baby’s clothes clean 
by using a WHIRLDRY portable 
washer. Right in her own kitchen, 
if she wishes . .. without fuss 
or muss, she can wash, rinse and 
damp-dry the clothes without once 
removing them from tub. 
Mother won't have that wornout, 
tired feeling, and she will have 
more time to spend with her baby. 
« Moderately priced. Investi- 
gate today! Use coupon below. 
QUICK SERVICE ELECTRIC Co. 

Jenkins Arcade, Pittsburgh, Pa. 


Please send prices and information on the 
WHIRLDRY Portable Washer. 


= | | 
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| 2 Disposes of All 
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Lawsuit Inspires 
Dealer Record Forms 


LAWSUIT instituted by a for- 

mer salesman, who claimed 
commission on sales which were not 
actually made, revealed to William A. 
Ritt, secretary-manager of the Minne- 
sota Electrical Council, the horrifying 
fact that a great many electrical deal- 
ers had grossly inadequate records. 
Lack of data on the part of the dealer 
involved in the suit resulted in his hav- 
ing to pay a commission to a sales- 
man on a refrigerator which actually 
had not been delivered and on which 
no down payment had been paid. 

“It is hard to believe the lax 
methods and the lack of accurate 
records which characterize the opera- 
tions of a great number of dealers,” 
says Secretary Ritt. “This is partly 
because of the fact that new dealers 
are constantly entering the field with- 
cut proper experience and because 
suitable forms have not been generally 
made available to them. It often fol- 
lows that a salesman’s commissions 
are figured on a scrap of paper which 
is shortly mislaid or destroyed. This 
makes it’difficult, if not altogether im- 
possible, to check back on any sales 
which may later come into question 
or on which a repossession may have 
to be taken.” 

In using the salesman’s report 
forms the salesman writes in all in- 
formation except the columns to the 
right. These are filled in by the 
dealer after the sale is consummated 
and approved. The space for listing 
prospects on this report will give the 
dealer as well as the salesman a pic- 
ture of the day’s work, enabling the 
dealer to view each case with the 
salesman and to enter the call on the 
prospect cards. In Minnesota it is 
customary for the dealer to protect 
the salesman for a period of ninety 
days after the first contact is estab- 
lished. If the salesman does not call 
back on the prospect within this time 
he loses the right to claim commis- 
sion for sale if it is made later 
through the store or another sales- 
man, 

Another thing: It is obvious that 
neither the dealer nor the salesman 


“GOSH, MAW, | THINK | LIKE THE OLD FASHION WAY OF BEATIN’ ‘EM BETTER." 
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should depend on verbal claims, if | 
their rights are either to be protected. 
In actual practice these reports are | 
turned in daily, or at least weekly. 
They should be checked both by the 
dealer and the salesman while the 
deal is still fresh. 

The Minnesota Electric Council has | 
published numerous forms for the use 
of electrical contractors and dealers, | 
believing that one of the basic needs 
of business is the maintenance of 
proper forms and records. It has 
even gone so far as to supply a com- 
plete bookkeeping system in various 
forms, particularly for the small or 
medium sized dealer, bearing in mind 
that these forms in order to serve a 
practical purpose must be as simple 
and inexpensive as possible. 


Refrigerator Locker 
Systems for 


Wild Game 


ROVIDING a means for keeping 

wild game which local sportsmen 
have killed during the hunting season, 
refrigeration locker systems are prov- 
ing popular in the West. Helena, 
Montana recently discovered the ad- 
vantages of the system when Hen- 
nessy Bros. installed such a plant in 
connection with their store. Within 
two weeks 16,000 Ib. of meat had been 
frozen and stored, much of it wild 
game. Each locker holds 200 Ib. 
of meat and some successful hunters 
have rented two lockers to take care 
of their kill. 

The system provides for individual 
lockers to which the customer has his 
own key and which he may enter 
whenever he desires. Game is 
brought in at the close of a hunting 
trip and the store dresses it, cuts and 
freezes each piece on a refrigerated 
plate, ready for use at whatever later 
date the owner may care to make 
use of it. A 3-hp. Frigidaire plant 


provides the refrigeration. Vegetables 
fruits, fish and flowers may be pre- 
served in the same way. Mr. Harry 
Hennessy, proprietor of the store, is 
already preparing to enlarge the locker 
system to handle the constantly grow- 
ing patronage. 
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